NAMP Committee's 
Report Says High Cost 
May Cut Use of Paper 


New York—Paper costs are still 
the most formidable with which 
a magazine publisher has to con- 
tend. 

That is the conclusion to be 
drawn from the report handed in 
last week by the paper committee 
of the National Association of 
Magazine Publishers to the asso- 
ciation’s membership. 

“Magazine publishers are con- 
fident that they would use more 
paper if paper prices were lower 
than they now are,” the report 
says in the foreword, and “they are 
equally sure that if paper prices 
remain at their present levels, 
they will use less paper than they 
now are using. 


s “There is more sales resistance 
arising from both direct and in- 
direct competition for the ad- 
mvyertiser’s and consumer’s dollar. 
mSix of our 35 publishers operated 
at a loss in 1949. Several maga- 
zines have suspended publication 
during the past year. Others may 
try to stop losses by increasing 
their rates, but that would lead to 
a decrease in their demand for 
paper.” 


Editor’s Note: This report takes 

on added significance with the 
news of further price increases in 
book paper. Kimberly-Clark Corp. 
is scheduling an advance of $5 a 
ton effective Aug. 1; Beckett Paper 
Co., Canton, O., will advance prices 
ion cover stock $10 a ton July 1. 
St. Regis Paper Co. also announced 
a price advance of about $5 a ton 
on contract sales, to take effect 
Aug. 1. Paper trade sources say 
price advances are “inevitable,” 
and predict $5 to $7 a ton increases 
generally. 
These increases follow advances 
of 10 to 15¢ a cwt. on liquid chlor- 
ine, soda ash and caustic soda, ef- 
fective July 1. This is the basis of 
the hardening market in paper. 

In New York, Arch Crawford, 
president of National Association 
Df Magazine Publishers, said these 
advances “practically reinstate” 
mthe price level prevailing in the 
all of 1948. The NAMP will give 
special attention to the paper situa- 
tion at its June 29 meeting at the 
er Country Club, Rye, 


The report concedes that there 
are no available figures for maga- 
zine consumption in 1949, but 
“best estimates run around 1,250,- 
000 tons.” From 35 publishers, who 
publish 114 magazines, the com- 
mittee got detailed informa- 
ion. These publishers used 869,000 
ons in magazine paper in 1949. 


Highlights of the report: 

1. Paper use declined. The 35 
publishers used twice as much 
paper in 1949 as they did on the 
Average in 1935 to 1939; except 
or the war years of rationing, the 
sage figures grew each year from 
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BBDO, Close to Topof 
Heap, is Still Growing 


Stemming from 1928 Merger of Ace Copywriters, 
Its Chief Gains Came After Big 1938 Reorganization 


By JoHN CRICHTON 
New York—Batten, Barton, Durstine & Osborn billed $81,400,000 
last year, climaxing a remarkable series of postwar gains in which 
this 59-year-old agency tucked nearly $50,000,000 in billings under its 


sMagazines Tell Big 
Rise in Paper Costs 


OPENER—This is the first of a new series 
of Saturday Evening Post ads by Hawai- 
ian Pineapple Co. for Dole fruit cock- 
tail. N. W. Ayer & Son is the agency. 


1935 through 1948. But in 1949, 
for the first time, the 35 publishers 
used less: paper than in the pre- 
ceding year—“the expansion has 
been halted.” 

2. Paper weights have been re- 
adjusted. During the war, pub- 

(Continued on Page 54) 
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Auto Forecast: 
Market's High, 
‘Way into 1951 


Chevvies or Chunkers, 
Motor Car Salesmen See 
a Rosy, Rosy Future 


Detroit—Officials of the auto- 
motive industry have at long last 
ceased to view the current phe- 
nomenal demand for motor cars 
as a temporary phenomenon and 
are now predicting that the sensa- 
tional sales will continue into ’51. 

Last week American auto plants 
turned out a record 191,585 units, 
which combined with the Can- 
adian output gave the industry its 
first 200,000 week. The big week 
raised the 1950 output in the U. S. 
and Canada to 2,741,155 cars, com- 
pared with 2,125,669 for the same 
period of 1949. 

The most optimistic “on the rec- 
ord” prediction was made by Harry 
J. Klingler, general manager of the 
Pontiac Motor division of General 
Motors Corp., when he joined the 
list of industry executives to ex- 
tend their optimistic forecast past 
next Christmas. 


a Mr. Klingler analyzed the mar- 
ket situation and came up with 
this analysis. He believed the rec- 
ord-breaking new car sales are 
due to the following factors: 

1. The continued existence of a 
substantial volume of unsatisfied 
demand resulting from war short- 
ages. 

2. Large replacements of the ear- 
liest postwar cars. 

3. Nearly a third of the 34,000,- 
000 cars now in operation are ten 


(Continued on Page 70) 


wing in six years. 
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This rise—the most spectandiae of the “big” agencies—is the more 
remarkable because it also represented a comeback. And the end of 
one of advertising’s well-worn cliches: that BBDO was primarily an 


institutional agency. 


It shows what hard work, improved management and organiza- 


tion can do, 


BBDO has roots going back to George Batten Co., founded in 1891. 
Barton, Durstine & Osborn was” organized in 1919, when Bruce Bar- 


ton, editor of Every Week; Roy S. 


‘World-Telegram’ 
and Guild Fail to 
Agree on Terms 


New YorK—While no immediate 
peace seemed to be in sight late 
last week at the strike-bound New 
York World-Telegram and Sun, 
closed down since Tuesday of last 
week by refusal of mechanical de- 
partment employes to cross the 
picket lines established by the New 
York Newspaper Guild, CIO, fed- 
eral mediators were still working 
to bring union and management to- 
gether. 

Business and editorial workers 
of the newspaper walked out last 
week when negotiations, which 
had been conducted for more than 
three months, broke down with 

(Continued on Page 4) 


Last Minute News Flashes 


Cecil & Presbrey Adds Three Nestle Products 


New YorK—Nestle Co. has appointed Cecil & Presbrey to handle 
advertising of Nescafe, Nestea, and Nestle’s evaporated milk, effective 


0|Sept. 1. The agency continues to service Nestle’s chocolate products. 


Doherty, Clifford & Shenfield, named for the account in February, 
1948, reported that it had resigned the account June 14. 


34| Consolidated Appoints Dancer-Fitzgerald 


Cuicaco—Consolidated Products Co., Danville, Ill., a division of Na- 
tional Dairy Products Corp., has appointed Dancer-Fitzgerald-Sample 
to handle advertising for all of its products, effective Sept. 1. Trade 
and consumer campaigns on the company’s animal feeds and a new, 


nounced in the near future. 


e'4g | unannounced consumer-use product are being planned and will be an- 


Cumings Handles Luckies Account at BBDO 

New YorkK—Thayer Cumings has been named account executive for 
Lucky Strike by Batten, Barton, Durstine & Osborn. He replaces Jack 
Denove, now on vacation. Mr. Cumings formerly worked on the Gen- 
eral Electric, American Broadcasting and Holiday accounts, which will 
now be handled by Richard B. Marsh under the account supervision 


of Sam Harned. 


Coffee Bureau Starts Three-Way Drive 


New YorkK—Pan American Coffee Bureau has launched a three- mah 


pronged fact campaign on coffee and will step up its 90-station ABC 
network program, “Edwin C. Hill and the News,” to three weekly 
broadcasts in July. Iced coffee will be featured in the Nancy Sasser 


1/ column weekly in 90 newspapers in 61 cities, and within the next few 
12| weeks the bureau will introduce a new cartoon feature, “Coffee Quiz,” 


which will appear in 144 newspapers in 122 cities of 100,000 population. 
Federal Advertising Agency has the account. 


(Additional News Flashes on Page 69) 


Durstine, New York agency man, 
and Alex Osborn, who had a flour- 
ishing agency in Buffalo, com- 
bined their forces. Its merger with 
George Batten Co. in 1928 pro- 
duced the agency with the name 
that has become a byword in each 
advertising parody. 

Going into 1950, BBDO had 11 
offices, some 1,100 employes, a 21- 
year-old radio department, 131 
clients and more than $4,000,000 
in TV billings, perhaps the lar- 
gest television billing of any agen- 
cy. 


= Among its accounts are four 
beers (Grain Belt, Schaefer, Fort 
Pitt, Peter Hand), magazines, ra- 
dio networks, newspapers, air- 
lines, clothing companies, insur- 
ance companies, steamship lines, 
a department store, Lever’s Swan 
and Jelke division, Du Pont, U. S. 
Steel, De Soto, proprietary manu- 
facturers, food merchandisers and 
Lucky Strike. 

In research it was operating 
two consumer panels, its creative 
department had two authorities 
on copy testing, and the average 
beginning salary at BBDO of 17 
of its current board of directors 
was $45 a week. 

It had growing pains, and was 
still moving departments and ac- 
quiring additional space in the 
twin buildings at 383-85 Madison 
Ave., in which 733 BBDO’ers are 
employed. Its expansion was nec- 
essary to handle the mushrooming 
billing, and still Charles Brower, 
the executive v.p. in charge of 
creative work, was mildly nettled 
when a copy supervisor intro- 
duced him at a copy meeting. 
“Never thought that would be 
necessary,” he confessed ruefully. 


we It was still an agency where 
the top brass came out of the 
BBDO foundry; in the course of 
a solicitation, a prospective cli- 
ent looked at the team of Duffy, 
Brower, Manchee and Danforth 
and asked ingenuously how long 
they had been with the agency. 
Their combined service with 
BBDO is something over 90 years 
.and all four are still in their 
40s, 

It was still an agency which has 
found it wise to hold an annual 
two-day sales meeting to re- 
view the year’s accomplishments, 
to bring the work of the agency 
up to date in the minds of the 


(Continued on Page 60) 
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4 Bids Made to Get 
Control of Waltham 


Boston—Three bids have been 
filed here with federal Judge 
George C. Sweeney to reopen the 
closed Waltham Watch Co., which 
was shut down in February follow- 
ing refusal of the Reconstruction 
Finance Corp. to allow the last 
$2,000,000 of its $6,000,000 loan to 
the company to be used for work- 
ing capital rather than for new 
machinery. 

The court-appointed trustees of 
the company have presented one 
plan for reopening the plant. 
Bulova Watch Co., New York, has 
offered a second plan, and Fred- 
eric C. Dumaine, president and 
‘board chairman of the New York, 
New Haven & Hartford Railroad, 
has filed a third plan. Judge 
Sweeney has taken all plans under 
advisement and said he will ap- 
prove one of them June 20. 

Details of the trustees’ plan were 
not disclosed. The Bulova plan of- 


fers $1,400,000 in cash and $600,000 
in stock. The Dumaine plan offers 
an advance of $2,000,000 to help 
pay off the RFC debt, and Mr. 
Dumaine, who once controlled 
Waltham, would operate the plant 
personally. 


= In New York, Allen B. Gellman, 
president of the Elgin American 
division of Illinois Watch Case Co., 
Elgin, Ill., said his company has 
also made an offer to purchase 
Waltham in order to get move- 
ments. 

Mr. Gellman, whose company 
makes watch cases, compacts, cig- 
aret cases, etc., has just returned 
from Switzerland, where he ex- 
plored possibilities of buying Swiss 
watch movements. He plans to sell 
watches under the company’s 
name. 

He explained that Elgin Amer- 
ican sells part of its watch case 


output to Elgin National Watch| P 


Co. but that there is no other con- 
nection between the two compan- 
ies. 


‘Examiner’ Promotes Swan 

Alexander Swan III, member of 
the display staff of the Los An- 
geles Examiner, has been promoted 
to local advertising manager. He 
succeeds O. D. Leas, who retired 
recently after 30 years with the 
Examiner. Proctor Weir, with the 
paper since 1937, has been named 
assistant to Mr. Swan. 


Majestic Promotes Two 

Louis Silver, acting general 
manager, has been named execu- 
tive vice-president and general 
manager of Majestic Radio & Tele- 
vision, New York. -Milton R. Ben- 
jamin, former district sales man- 
ager for New England, has been 
advanced to national sales man- 
ager. 


American Steel Names Coons 

Perry Coons, veteran of 40 years 
of sales service with American 
Steel & Wire Co., Cleveland, a U. 
S. Steel subsidiary, has been ap- 
ointed assistant to the vice-pres- 
ident in charge of sales. He was 
formerly manager of the wire rope 
and construction materials sales 
division. 
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IT ad 
OUR FOUNDER 
J.8.SMEDLEY 


“Bet he'll never miss another insertion in the Des Moines 
Sunday Register with its coverage of all lowa” 


Wouldn't you be upset, too? Figure what just one week’s pur- 
chases come to in this bountiful 5 billion dollar a year 


spending state. 


Wise advertisers make the most of the Des Moines Sunday 
Register. It’s their key to over 500,000 homes every Sunday 
where the big plans for buying are made. That's 70% of all 
Iowa families. By counties, it delivers from 50% to satura- 
tion in 86 out of the total 99. It’s at least 25% in the remain- 


ing counties. 


The Des Moines Sunday Register is your only choice for 
effective, pin-point coverage of this doubly desirable market 
—that urban-wise tops cities like San Francisco and Cleve- 
land, and farm-wise simply can’t be approached anywhere! 

All this at a milline rate of only $1.57. 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


Norge Division 
Account Moves 
to Thompson 


Cuicaco—The Norge division 
of Borg-Warner Corp. will shift 
from Duane Jones Co. to J. Walter 
Thompson Co., Chicago, Jan. 1. 

This division, which makes re- 
frigerators, washers, ranges, water 
and space heaters and home freez- 
ers, moved to the Jones agency at 
the end of 1949. The division had 
previously been a longtime client 
of Campbell-Ewald Co. When 
Jones, previously identified with 
packaged goods accounts, was ap- 
pointed to handle Norge, it was 
explained that the agency would 
apply packaged goods techniques 
to build traffic for Norge appli- 
ances, and that the company’s cam- 
paigns would be “geared to a re- 
tail level.” 

The news of the account shift— 
announced by JWT—came so rap- 
idly that executives of J. Walter 
Thompson and advertising officials 
of Norge were unaware of the 
change. No better informed was 
Duane Jones Co., which heard of 
the change from an AA reporter. 


@ As for the packaged approach 
to selling appliances, Norge has 
quietly decided to drop the plan. 
In tests it worked out fairly well 
in sorne areas, not so well in others, 
but the cost was high. “The idea 
was good,” one official said, “but 
the arithmetic wasn’t right. We 
might revive it some time if the 
costs make it feasible.” 

Account shifts notwithstanding, 
the company will push a major 
promotion through Duane Jones 
Co. this fall. 

Thompson has handled the par- 
ent corporation since 1943. Borg- 
Warner recently named Aitkin- 
Kynett Co., Philadelphia, to han- 
dle its Marvel-Schebler Carbu- 
retor division, and in February 
the Norge Heat division went to 
Ross Roy Inc., Detroit. 


ws Last month the company also 
shuffled its executive staff: Roy 
C. Ingersoll, vice-president, was 
elected president of Borg-Warner, 
succeeding C. S. Davis, who after 
21 years as president became 


chairman of the board, a new post. 


Advertising Age, June 19, 195§ 


G. A. Shallberg, executive vice. 
president, became chairman of the 
executive committee, and his du. # 
ties were taken over by Mr. Inger. 
soll. 
In the Norge division, Howarg 
L. Clary, formerly general sales 
manager, Was moved up to vice. 
president in charge of sales, in a 
series of moves which switcheg 
two product managers, two re. 
gional managers and a district rep. 
resentative. The division’s genera] 
offices were moved from Detroj 
to Chicago’s Merchandise Mart tp 
“increase our accessibility to the 
people with whom we are doing 
business, and will provide closer 
contact with store owners, mer. 
chandise managers, distributors 
and buyers,” according to George 
P. F. Smith, Norge president. 

Sales of Borg-Warner Corp. de- 
clined in 1949 to $252,366,420, from 
$309,253,830 in 1948. Profits also 
fell—to $22,046,885 in 1949 from 
1948’s $26,214,993. 


Horizon House Plans 
Printers House Organ 

Horizon House Publications, 25] 
Post St., San Francisco, has for- 
mulated plans to publish “Adver- 
tiser’s Almanac,” a nationally syn- 
dicated two-color, four-page 
monthly house organ for printers, 
The publication will be available 
for exclusive use by one printer in 
each city. Franchised distributing 
printers get a front cover imprint 
and a full page ad on page four. 

The “Almanac” may be obtained 
by distributing printers in any of 
four forms: As letterpress printed, 
“repro” proofs for lithographic re- 
production; as complete editorial 
section electros, or as editorial copy 
only. In each case the charge is 
based on a monthly franchise fee 
plus cost of materials furnished. 
The magazine will be advertised 
through small-space ads in graphic 
ate | trade publications and direct ) 
mail. 


Nash Appoints Two 

Nash Motors, Detroit, has ap- 
pointed two assistant zone manag- 
ers. G. G. Smith, formerly nation- 
al business management manager, 
has been named to the Detroit 
zone, and R. L. Martinson, formerly 
service representative, to the Dal- 
las zone. 


King Appoints Ballard 

James I. Ballard has been ap- 
pointed vice-president and edi- 
torial director of King Publica- 
tions, San Francisco, publisher of 
Western Industry and Western 
Construction (formerly Western 
Construction News). 


Sales a’ 


SHOWMANSHIP. Kellogg wants to in- 
vite everybody to a breakfast like 
this! They advertise outdoors be- 
cause they know panels command . 
everybody’s attention . . . drama- 
tize the sales message. Watch your 


1925 Silver Anniversary Year 1950 


sales go up when your ada go up 
on GOA panels! General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 
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1. What major city boasts the highest 
per capita ownership of television? 


TELEVISION SPEED 


* 
Par time for this TV brain teaser is 40 seconds. If you can 


finish it in less time, consider yourself a television expert. 
(Answers in inverted type at bottom of page) 


2. What midwestern city has passed the 
half-million mark in TV set circulation? 


ra 4. What was the first city in the United 
. States to receive regularly scheduled 


i ’ television programs? 
i "i HL | EES 


a SO . 


3. Two cities have seven television stations _— 


in operation today. What are they? 


5. What midwestern city has a television 
station that covers two other large cities? 


7. What large Eastern city (with over 
375,000 television sets) has only two 


6. What city has electrome color televi- television stations? 
sion (plus 135,000 black and white sets)? Pee Ob DONORS CHO wee nese ee 
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Postal Rate Bill 
Hearings Revived 


WASHINGTON—Postal rate legis- 
lation took on fresh life Wednes- 
day when the Senate post office 
committee announced that it is re- 
suming consideration of the $150,- 
000,000 rate increase bill passed 
by the House in February. 

Hearings had been half com- 
pleted during May, when Sen. Olin 
C. Johnston (D., S. C.) canceled 
them in order to give his full at- 
tention to the FEPC debate, then 
before the Senate. 


Committee members set aside 
June 27, 28 and 29 for testimony 
by fourth-class mail users, special 
services, controlled circulation 
business papers and shopping news. 

At this time, it is believed that 
Postmaster General Jesse Don- 
aldson will be recalled for rebut- 
tal in early July, and that a bill 
will be available for the Senate in 
time for action at this session. 


‘Photo Offset News’ 
Weekly Starts in N. Y. 


Vol. 1, No. 1 of Photo Off- 
set News, an eight-page tabloid 
weekly, published in the interest 
of the photo offset printing indus- 
try in the New York area, made 
its bow last week. Bob Richman, 
associated with the Royalitho 
Printing Co., is editor and pub- 
lisher. blication office is at 203 
E. 18th St., New York. 

Claiming a controlled circulation 
of 5,000 “predominantly in the 
metropolitan area,” the new pub- 
lication quotes its advertising rate 
for b&w full-page one time at 
3a half-page, $66; quarter-page, 


‘World-Telegram’ 
and Guild Fail to 
Agree on Terms 


' (Continued from Page 1) 
management and the union dead- 
locked on six major issues. 

The guild is asking a 10% gen- 
eral increase in wages or ai in- 
erease in minimums from $4 to 
$10 a week to bring top scale sal- 
aries to $120 a week from $110. 
The newspaper management has 
offered a general increase ranging 
from $2 to $5 a week to bring tep 
scale to $113.50 a week. (Present 
guild top scale in New York is 
$117, paid by the New York Post.) 


s The guild wants job security for 
its members equivalent to that en- 
joyed by reporters on the New 
York Times, which the World- 


Telegram and Sun management 


claims its offer meets and which | 


the guild denies. The union asks 
for arbitration of any lay-offs as- 
cribed to economy; the manage- 
ment says it has offered to arbi- 
trate on this point. 

On union security the guild 
wants nine out of every ten edi- 
torial and business employes to 
be guild members; management 
wants maintenance of union and 
non-union employes to remain 
constant during life of contract. 

On night differential pay the 
guild asks one hour’s extra pay; 
management offers 75¢ per night 
shift and $1.05 for the lobster 
trick. A one year’s contract is de- 
manded by the guild; management 
demands a two-year contract re- 
openable after the first year. 


ws With the World-Telegram and 
Sun unable to publish, newsstand 
demand increased for all other 
newspapers and most of the even- 
ing dailies sold out early. 
Replying to reports that it was 
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THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


THROUGH 


TRUE Story 
Woment Group 


TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


1. You reach 8,575,000 women.. 


. young shoppers for 


nearly 30% of all wage-earner families. 


2. You reach 7,800,000 families—29.5 of all wage-earner 


families in urban America. 


3. You reach an annual income of nearly $30 billion. 


4. You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand. 


NOTE: Write now to Macfadden Division of Marketing and Re- 
search for “America Today”—new, up-to-date, graphic report of 


today’s market potentials. 


SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


Advertising Age, June 19, 1959 


‘earrying additional advertising 


and had increased its circulation 
10%, Walter A. Young, associate 
publisher and advertising director 
of the Journal-American, said the 
paper is sticking closely to a poliey 
of no additional advertising from 
World-Telegram advertisers. 

Mr. Young emphasized that the 
Journal-American has informed 
its advertisers that the paper wil] 
not take any additional advertising 
not already under contract, ang 
that it will not increase its pregs 
run. Harry Rosen, advertising di. 


rector of the New York Post, told > 


AA that his paper had received 
“no real amount” of advertising 
linage from the strike. He ad. 
mitted that there has been some 
increase in advertising from regu- 
lar Post advertisers, but described 
this increase as “insignificant.” 


ws He referred to the Post’s 96. 
page issue of June 15, which had 
been described as larger than usual 
due to the strike by the New York 
Times. He said the Post has a 96. 
Page capacity, and that on the 
comparable date of last year the 
paper also ran a 96-page issue. He 
refused to comment on circulation, 

Alfred B. Stanford, advertising 
director of the Herald Tribune, 
said the paper has frozen its cir- 
culation and has decided not to 
take any new retail accounts, 
Basically, he said, the HT does not 
wish to profit at the expense of the 
World-Telegram and Sun. The 
HT will continue to take business 
from its regular customers. 

Guild contracts with other news- 
papers reportedly due to come up 
soon for settlement are likely to 
be held up pending settlement of 
the present strike, which is con- 
sidered as a test of strength, AA 
was told. 

The last guild strike against a 
major New York daily was in 1937, 
when the Brooklyn Daily Eagle 
was struck for nearly 14 weeks. It 
ended Dec. 23 when a year’s con- 
tract was signed. In another news- 
paper strike, the Newspaper and 
Mail Deliverers Union prevented 
distribution of the city’s 11 papers 
for 17 days in July, 1945. 


a The Publishers Association of 
New York has charged New York 
Typographical Union No. 6 with 
deliberate violation of an agree- 
ment not to support a strike out- 
side of its own “Big 6” member- 
ship. 

The publishers’ charge was made 
last week during a mediation ses- 
sion with the typographical union 
at the office of the Federal Media- 
tion and Conciliation Service, 
while both parties were trying to 
come to terms on a new contract 
to replace one that expired sev- 
eral months ago. The typographers 
on the World-Telegram and Sun 
had refused to cross the picket 
lines of the guild all week. 

Big 6 in a statement issued after 
the meeting expressed regret that 
the publishers “do not desire to 
continue negotiations,” and de- 
clared that the union “had in no 
way violated its contract.” The 


union said it is not responsible for } 


the WT&S management shutting 
down, and added that “it has a 
contract and expects publishers to 
live up to it.” - 


Sun Oil Will Carry 
Pro Football on ABC-TV 


Sun Oil Co., Philadelphia, will 
televise 15 National League foot- 
ball games over ABC-TV this fall. 
The games will be aired in non- 
league cities outside the territorial 
limits (75 miles) of member clubs 
and in some league cities when 
home games aren’t scheduled. 

The oil company also will spon- 
sor film highlights of the week’s 


games over 14 stations. An evening | 


time period will be selected for 
this later. “The New York Giants 
Huddle,” a weekly sports program, 
will be televised on WJZ-TV, New 
York, only. Hewitt, Ogilvy, Ben- 
son & Mather, New York, is the 
agency. 
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Advertising Age, June 19, 1950 


IT’S A CIRCUS—RCA tube department is 
promoting radio batteries with a series 
of four circus wagons for the small fry. 
A dealer kit includes a floor stand mer- 


chandiser, counter display, window 
streamer and eight sample wagons. 


Letter to Radio 


Stations Nota 
Club, Says Hobbs 


Cuicaco—Harry Hobbs Jr. of 
Radio Values Inc., newly formed 
mail order marketing organization, 
last week emphatically denied that 
the organization has tried to bull- 
doze radio stations into taking PI 
[per inquiry] deals. 

Mr. Hobbs explained that a re- 
cent letter sent to radio stations 
by Radio Values had only one pur- 
pose. “Some stations take PI ad- 
vertising. Some don’t. Some will 
make other types of arrangements 
for mail order selling. The letter 
jwas sent to find out which was 
which.” 

The letter, which has become the 
subject of some controversy in 
print, was sent over the signature 
of J. James Neale, vice-president 
of Dancer-Fitzgerald-Sample, on 
Radio Values stationery. 


1 He explained that he, L. H. 
Crites (director of media for Gen- 
tral Mills) and Hobbs had formed 
4 new organization to sell mer- 
thandise direct to both radio and 
[TV audiences. And he added that 
about 20 stations which normally 
Jo not accept direct sale business 
had been lined up. 

The idea that Radio Values is 
using the names of Crites and Neale 
as a club (because of D-F-S and 
General Mills’ large radio billings) 
to persuade stations to take PI ad- 
vertising, said Mr. Hobbs, is “cock- 
eyed.” 

“We are trying to get good val- 
ues,” he told AA. “We are trying 
to get merchandise that will beat 
retailers on price and quality. For 
example, we have a knife offer 
now that does just that. 

“But we definitely are not try- 
ing to bulldoze anybody into tak- 
ing PI advertising,’ he insisted. 
“As a matter of fact, we are using 
a number of stations on a rate- 


re basis.” 


® The corporation was formed in 
April. Mr. Hobbs indicated that 
Radio Values now is in the prelim- 
inary stage of testing its offers, 
after which it will expand to the 
full list. 

Queried by AA in New York last 
week, Mr. Neale said that the se- 
lection of merchandise, arrange- 
ments for tests, etc., were being 
handled by Mr. Hobbs. But he said 
that the advertising would be PI 
on stations “which normally take 
PI.” Others will be paid straight 
rates. 

And in Minneapolis, Mr. Crites 
Said that his interest in the cor- 
poration was “a rather minor in- 
vestment. I just bought some stock 
as I would in any corporation.” 
S. C. Gale, vice-president and di- 
fector of advertising and public 


services for General Mills, told AA 
that the issue is a picayunish sort 
of thing and “nothing of any im- 
portance in the field of advertis- 
ing.” 


Canada Dry Set to Launch 
Summer AIll-Flavor Campaign 


Canada Dry Ginger Ale Co., New 
York, will launch a new summer 
campaign with major emphasis on 
all beverage flavors with the June 
25 issue of Parade. Color ads will 


be used to emphasize that Canada 
Dry makes a wide assortment of 
beverages and to back the cam- 
paign theme, “A Flavor for Every 
Taste.” This Week Magazine and 
a full-color page in Life, July 17 
issue, round out the media eened- 
ule. 

In addition to the print schedule, 
Canada Dry will spread 24-sheet 
posters over 214 cities and follow 
with point of sale window and 
counter displays. The “All-Flavor” 
campaign will be featured on the 


company’s network television 
show, “Super Circus,” over ABC- 
TV. J. M. Mathes Inc., New York, 
handles the account. 


TV Movie Censorship Case 
Taken to Higher Court 


The Commonwealth of Pennsyl- 
vania, barred by a federal court 
from censoring television motion 
pictures as it does regular movies, 
went into a higher court on June 
9 in an effort to win its point. Dep- 
uty Attorney Gen. H. F. Stam- 


5 


bough appeared on behalf of the 
State Board of Censors before the 
U. S. court of appeals for the 
third circuit in Philadelphia to 
appeal from Judge Wm. H. Kirk- 
patrick’s decision against the state. 

Mr. Stambough argued that the 
right to censor films is a state 
police power that cannot be 
abridged by federal authority. The 
case arose from censorship im- 
posed on films shown by stations 
in Pittsburgh, Lancaster and three 
in Philadelphia. 


March 31 inclusive. 


@ Source— Media Records. All figures 
are for full-run advertising. The 
circulation figure of 612,468 is the 
5-day average (Monday through 
Friday) for the period January 5 to 


Keep your tye dn. 


125 BARCLAY STREET, 
Or contact the nearest Scripps-Howard General Advertising Office in Chicago * San Francisco * Detroit * Cincinnati * Philadelphia * Fort Worth 


During the first five months of 1950, 
the World-Telegram and Sun 

was first among all New York 
weekday newspapers in 

Full-Run Display Advertising! 


VY FIRST in DISPLAY linage...teading the 


second paper by over 700,000 lines! 


v FIRST-in RETAIL linage ... With a gain of 


more than 1,300,000 lines! 


VY FIRST in DEPT. STORE linage ... more 


linage than the next 2 papers combined. 


FIRST in GENERAL linage gained... 


with a gain larger than that of any other 
New York weekday paper. 


v FIRST in New Passenger Car linage... 


leader over all N. Y. weekday papers! 


612,468... 


home-going New Yorkers are now buying 
the World-Telegram and Sun—first-class 
evidence that it should be the top buy for 
selling the New York market! : 


1/ , IT’S The Bu FOR SELLING NEW YORK! 


ew York World ‘Tele 


NEW YORK 15, N. Y. 
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Petty Resigns from NAB 


Don Petty, for the past four 
years general counsel of the Na- 
tional Association of Broadcasters, 
has resigned because of “the com- 
pelling demands of a law practice.” 
Mr. Petty, whose resignation be- 
comes effective July 1, is a mem- 
ber of the concern of McClean & 
Petty, Los Angeles. 


Avedon Named Ad Director 


Burt S. Avedon has been ap- 
ye ointed advertising director of the 

arvard Business Review, Boston. 
He succeeds James A. ‘Schulke, 
who has resigned to join Young & 
Rubicam, New York. 


QUALITY...SPEED...ECONOMY 


ANE RBS 


Challenges KING’s Exclusive Radio-TV 
Rights to Air Seattle High School Games 


SEATTLE—Legal action challeng- 
ing the right of the Seattle school 
board to grant exclusive broad- 
casting and television rights for 
high school athletic contests has 
been filed here by Bruce Bartley, 
proprietor of Station KBRO, 
Bremerton, and attorney for the 
Washington State Association of 
Broadcasters. 

The action developed after the 
Seattle school board approved a 
contract with Station KING here 
for exclusive rights for the 1950-51 
athletic season for radio and tele- 
vision. The payment was to be 
$2,500. KING-TV is the only tele- 
vision station in the Northwest. 

Bartley’s action states that “there 
is no property right in athletic ex- 
hibitions sponsored by the Seattle 


School District; that if there is a 
property right, the proposal has 
not been submitted to competitive 
bidding; and that the consideration 
in the proposal was totally inade- 
quate.” Bartley also contends that 
the action is invalid because one 
member of the board, Mrs. Henry 
B. Owen, being the wife of the 
president of King Broadcasting 
Co., would be beneficially inter- 
ested by such a contract. 

Mrs. Owen countered that this 
charge was “hitting below the 
belt.” She said every radio station 
was written to before the contract 
was made, and only KING replied. 


s Later in the week, Mrs. Dorothy 
S. Bullitt, principal owner of 
KING, wrote the school board, of- 
fering to release it from any obli- 


gation under the contract. She 
said she thought the station was 
performing a public service in of- 
fering $2,500 for the rights, which 
is $1,000 more than had ever been 
offered before. The board post- 
poned further consideration with- 
out action on her letter. 

Rogan Jones, KVOS, Belling- 
ham, and vice-president of the 
state association, said the suit was 
“an attempt to break up the hypoc- 
risy of school boards which are, 
by such actions, abridging the 
rights of the free press, of which 
radio and television are legally 
and practically a part.” 


Station KSO Names Baldwin 


Station KSO, Des Moines, has 
named B. C. Baldwin, formerly 
production manager, as program 
director. Mr. Baldwin succeeds 
Tom L. Shumate, who has re- 
signed to become manager of Sta- 
tion KAYL, Storm Lake, Ia. 
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Gilbert Gusler, Pee Jay's 
market reviewer...a 
former professor of Animal 
Buhensy at Ohio feate 
- holds a B. S. and M. 8. 
degree . . consultant for 
the U.S.D.A. Bureau of 
Markets. 
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s Leonore Dunnigan, Chief Editor 
Pee Jay’s Homemaking 
Editor. A papustest Sewe 
Sate College, she has 
ten for many leading 
wana 8 magazines. 
women readers look to her 


uate o 
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Rutgers, al 10 
years’ research experience 
at New Jersey Agricultural 
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Ralston R. Leslie M. Klevay . . 

of Pee Jay’s noted Jah nag 
He writes highly informa- 
tive localized news —- 
on poultry activities . 
University of Wisconsin 
alumnus with years of 


for latest developments in College 30 years = hatchery and large and 
rural home improvement the Pouitry ye small scale poultry farm 
new furnishings, household on of the most experience. 

appliances and cooking. authorities in the U. 
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Ay Star Cast! 
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The American Poultry Journal 
mA presents with pride its author- 
FI itative editorial staff... every 


study 
Through years of experience, 
and dual work in the various 


of service 


American 
its tradition of service bac 


all-star staff tha 


t ona 
or ——e for the American 
Poultry Journal the reputation of being 


THE VOICE OF THE 
POULTRY INDUSTRY. 
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3% BILLION DOLLAR 


Bureau 


Pennsylvania Department 
of Agriculture. A Cornell 
graduate, his informative 
articles keep Eastern read- 
ers up todateon the Poultry 
Industry. 


of Markets, 


x * 


x * 


Dr. Cliff D. infer... 
ae Jay’s expert on mar- - 
ae . over 30 gh in 
‘oultry Industry 

alumnus of Caan 
ent of the Institute 

of American Poultry In- 
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C.E. Durst, garden and orchard 
expert. 


.a former county 
nt and member of Univer- 


sity of Illinois Horticultural 
Department . 
of the Illinois | 
Association ...o 
own farm near 
Illinois. 


president 
ruit Growers 
rates his 
hampaign, 


Emil Glaser, Western News 
Editor . 


. Pee Jay’s well qual- 


ified turkey raising specialist, 
operating a large scale farm of 


own... a graduate of Uni- 
ollege of 


versity of Nebraska C 
Agriculture. 


THE VOICE OF THE 3% BILLION DOLLAR POULTRY INDUSTRY 


New York— Austin Le ~~ 


Detroltt—Hil. F. Best, 131 W. Lafayette St., 


ADVERTISING REPRESENTATIVES 

e, 420 Lexington Ave., Phone Lexington 2-3820 

Phone Woodward 2- 7298 

—— P. Maloney Co., 1019 Northwestern Bank Bidg., Phone Atlantic 2229 
Los Angeles—Robt. W. 


+ Walker Co., 684 S. Lafayette Pi., Phone Drexel 4388 
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SHOWCASE—This counter unit is made 
available by Rexall Drug Co. to its 10, 
000 drug stores to feature Spuntex hoy 
iery. The display provides a complete de. 
partment, with storage space for 42 boxes 
of three pairs each. It was designed by 
Herbert H. Cooper & Associates, Los 
Angeles, and produced by Advertising 
Metal Display Co., Chicago. 


Video Showmanship | 
Will Help in Other 
Media, Says Georgi 


Detroit—‘“Television, even more 
than radio ever did, is going to 
make American business realize 
that there’s indeed no business 
like show business,” stated Carl 
Georgi, vice-president of D. P. 
Brother & Co., at the third annual 
spring meeting of the Michigan 
council of the American Associa- 
tion of Advertising Agencies here 
last week. 

Pointing out that showmanship 
is the first essential of successful 
television advertising, Mr. Georgi 
predicted that growing emphasis 
upon this medium will reflect it- 


self in more productive newspaper 1 


and magazine advertising, to the 
benefit of all media. 

To illustrate this “increasingly 
fundamental” concept, Mr. Georgi 
projected a specially prepared film 
illustrating the wide range of tele- 
vision advertising commercials now 
available to advertisers, and point- 
ed out the basic principles of show- 
manship in each, which, regardless 
of production costs, made them 
successful advertising announce- 
ments. 


a “The creative part of advertis- 
ing can and should be an endless 
adventure to writer and artist,” 
said Julian Watkins, vice-presi- 
dent, H. B. Humphrey Co., Boston, 
and author of the current book, 
“100 Greatest Advertisements— 
Who Wrote Them and What They 
Did.” 

Mr. Watkins emphasized there 
are no “scientific” principles gov- 
erning the creation of top adver- 
tisements; “great ads can be made 
by creative ingenuity and human 
understanding,” he observed. 

Fred Gamble, president of the 
American Association of Adver- 
tising Agencies, spoke briefly, re 
viewing the program of the annua 
convention held in April. 

John L. McQuigg, head of the 
Detroit office of Geyer, Newell & 
Ganger, and chairman of the? 
Michigan council, presided at the 
one-day meeting. 


Boston Adclub Elects 


Raymond C. Strawbridge, Dickie- 
Raymond Inc., has been electec 
president of the Advertising Club 
of Boston. Stuart Hemingway 
manager of Production Engineer: 
ing & Management, has _ bee 
named Ist vice-president, and Nek 
son C. Smith, Atlantic Coal Co, 
2nd vice-president. Carlton Strong 
Rumford Press, and Morris B. 
Kerr, Boston Post, have been I 
elected treasurer and _ secretary, 
respectively. 


) 


Harway Drops Gillette 

Don Harway & Co., Los Angeles, 
publishers’ representative, has re 
signed the account of Water & 
Sewage Works and all other Gill 


ette properties, effective Aug. 1. 
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Department Store 
Sales, Profit 
Down This Year 


WASHINGTON—Dollar sales in the 
nation’s typical department store 
for the three-month period ending 
April 30 this year were 5% below 
the level of a year ago. Specialty 
stores experienced a 10% decline. 

Although markdowns and gross 
margin showed some improvement, 
operating expense ratios continued 
to climb, thus reducing net in- 
come. 

These facts, submitted at the 
30th annual mid-year convention 
of the National Retail Dry Goods 
Association, are based on figures 
from 246 stores with aggregate 
sales of more than $500,000,000 
for the first three months of the 
1950 fiscal year. 


a In releasing the report, Ray- 
mond F. Copes, general manager of 
the NRDGA Controllers’ Congress, 
pointed out that the 5% depart- 
ment store sales decline came after 
a 3% drop in the first period of 
1949 over the corresponding 1948 
period, and that the cumulative 
two-year decline was 7.8%. 

The number of transactions in 
department and specialty stores 
was off 4% from 1949. Average 
gross sale in larger department 
stores declined from $4.34 to $4.32, 
while specialty stores’ average 
gross sale declined from $12.75 to 
$11.83. 

Profit figures have declined the 
first part of the year, and Mr. 
Copes said a further 5% depart- 
ment store sales drop (8% for spe- 
cialty stores) would bring opera- 
tions to the break-even point. 


DEPARTMENT STORE 
1949 SALES DROPPED 


Boston—For the first time in 
11 years, department store dollar 
volume last year was lower than 
in the preceding year. Physical or 
unit volume of transactions, how- 
ever, was virtually unchanged, ac- 
cording to the 30th annual survey 
of the Harvard Bureau of Busi- 
ness Research. 

The report, presented to the 
Controllers’ Congress of the Na- 
tional Retail Dry Goods Associa- 
tion, revealed that earnings after 
taxes were only slightly more than 
3¢ on the sales dollar—the lowest 
figure since 1938. 

Small stores were hardest hit 
by sales declines. Department 
stores in the large metropolitan 
areas operating branches achieved 
better results in 1949 than those 
without branches. They had higher 
Sales performance, higher gross 
— and more favorable pro- 
its. 


= The 1949 survey was based on 
reports of 456 department and 
specialty stores in the U. S. and 
Canada, with aggregate sales of 
more than $4 billion. 

In addition to the price declines, 
unusually heavy markdowns re- 
duced the composite department 
store gross margin to 35.2% of 
sales, the lowest figure in 17 
years. The cost of doing business, 
however, jumped to 32.5%, an in- 
crease of more than 5% of sales 
over the wartime low of 27.4%, 
reached in 1944. 

The 1949 profit ratio was ex- 
ceeded in 1939, 1940 and 1941. 
However, dollar earnings in 1949 
were about 2% times as high as 
those in 1939. The average gross 
sales transaction dropped from 
$4.35 in 1948 to $4.08 in 1949, and 
the average final profit on the sale 
dropped from 16¢ to 11%%¢. 

According to the report, depart- 
mentalized specialty stores fol- 
lowed the same performance pat- 


tern as department stores—sales 
declined noticeably, gross margin 
narrowed and the expense ratio 
jumped. The net operating ratio 
was 63% below the 1948 figure, 
and earnings after taxes fell to 
slightly more than 2¢ on the con- 
sumer’s dollar. 


a Among the expense classifica- 
tions, which were larger in 1949 
for all reporting department stores, 
were payroll, 17.9% of sales; real 
estate costs, 2.65%, and advertis- 
ing, also 2.65% of sales. 

Profit data in the 1949 report is 
based on the Fifo (first in, first out) 
basis of inventory valuation. For 
39 companies, using the Lifo (last 
in, first out) method in 1949, pro- 
fits were about 14% above what 
they would have been under the 
Fifo system. 

The financial position of de- 
partment stores was strong. Stores 
with sales of more than $5,000,000 
had current assets which. were 


about 61% of total assets and a 
little more than three times cur- 
rent liabilities. They also had a 
net worth of almost seven times 
the long-term debt. Cash and equi- 
valents, plus receivables, were al- 
most twice current liabilities. 
Working capital was more than 
42% of total assets and more than 
22% of net sales. 


Appoints A. O. Holder 

Albin O. Holder, president of 
Holder Industries, has been named 
chairman of the board of Erbe, 
Maybruck Associates, New York 
public relations organization. Mr. 
Holder will head a special staff 
which will deal with merchandis- 
ing problems and set up merchan- 
dising programs for large corpora- 
tions. 


Appoints Mortimer Agency 


New Fathoms Press, New York, 
has selected Mortimer Lowell Co., 
New York, for advertising in news- 
papers and consumer magazines. 
The company is a new advertiser. 


Brand Names Appoints Three 


Brand Names Foundation, New 
York, has elected B. Brewster 
Jennings, president of Socony- 
Vacuum Oil Co., and William 
O’Neil, president of General Tire 
& Rubber Co., as directors. W. T. 
Holliday, chairman of Standard 
Oil Co. of Ohio, has been named 
general chairman of the develop- 
ment committee. 


Maxwell Appointed V. P. 

Clayton G. Maxwell, formerly 
sales manager, has been named 
vice-president in charge of retail 
sales of Frontier Oil Refining 
Corp., Buffalo. 


Floral Bra to Freiberger 


Curt Freiberger & Co., Denver, 
has been named to handle adver- 
tising for Floral Bra, a plastic 
corsage holder designed for wear 
especially with strapless evening 
gowns and which fits under the 
brassiere. First project in the cam- 
paign will be point of sale aids, 
supplemented with direct mail. 


Duotone to Martin Agency 

Duotone Co., Keyport, N. J., 
manufacturer of phono needles 
and recording tapes, has appointed 
George Homer Martin Associates, 
Newark, to handle advertising and 
sales promotion. 


8x10 genuine glossy photos 


FOR ALL PURPOSES 


Shorp. clear, crisp’ Prompt Delivery’ 


Easy Chart __ Size 8x10 


Weg. per sub $1.10 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 
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More complaints 
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lf you need a printer who is 
ready and willing to supply 
your needs on Hammermill 
papers, call Western Union 
by number and ask ‘“‘Opera- 
tor 25” for the name of a 


LOOK FOR THE WATERMARK .. ’ 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


command 
5000 clear 


“If we ran them on 
Hammermill Mimeo- 
Bond, Mr. Grey, we'd 
be sure of clean, clear, 
easy-to-read copies!” 


If your secretary has used Hammermill Mimeo-Bond, 
she’ll tell you that it will make your messages stand 
out with sharpness and clarity that invite reading, 
that she can get as many as 


attention ... 
copies from a single stencil! 


If your secretary hasn’t yet tried Hammermill 
Mimeo-Bond, she’ll be all smiles when you get it for 
her. She’ll like the way this crisp, lint-free paper 
helps her turn out longer runs at top speed... and be 
proud of the attractive work she turns out for you. 

Test Hammermill Mimeo-Bond FREE in your 
own Office. 


of HAMMERMILL 


FREE J 100 SHEET Tes PAckep 


Send coupon now / 


MIMEO-Bowy 


po---------- 


| Hammermill Paper Company 
| 1459 East Lake Road, Erie, Pennsylvania 


Please send me — FREE—the 100-sheet test packet and the 
new sample book of Hammermill Mimeo-Bond. 


about our price lists! 


Y’RE SO BLURRED NO ONE = READ THEM! 


Meg 
IMEC. no, 
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(Please attach to, or write on, your business letterhead) 
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Nalley’s Starts Campaign 


Nalley’s Inc., Tacoma, Wash., 
has started a campaign for its 
mayonnaise and French dressing 
line. The campaign, with the theme 
of “the fresh mayonnaise with 
‘home kitchen’ goodness,” will 
continue throughout the summer. 
Newspapers in the northwest mar- 
ket and spot radio will be used, 
plus ads in Western Family. Ruth- 
rauff & Ryan, Seattle, is the agen- 
cy. 


News items, advertisements from 
U.S. newspapers and magazines. 


BURRELLE’S PRESS CLIPPING BUREAU 


165 Church St., 
New York 7 


Telephone: 
BA 7-5371 


Hooper Again Rises 
to Defend Ratings 


with Another Memo 


New York—C, E. Hooper again 
rose to the defense of the telephone 
sample last week. 

The radio-TV researcher’s lat- 
est counterattack was directed 
against an article written by Hugh 
M. Beville Jr., NBC’s research di- 
rector, in a network bulletin of 


| Aug. 8, 1949. “No doubt much of 


the recent criticism which assumes 
that our telephone sample inflates 


jour television ratings received its 


original impetus from that article,” 
Mr. Hooper said. 

In a memo sent to his subscrib- 
ers and to the press, Mr. Hooper 
denied that (1) Hooper estimates 
for TV set ownership are high and 
(2) TV ownership in New York is 
about three times as great in tele- 
phone as in non-telephone homes. 


a Mr. Beville, who characterized 
the Hooper barrage of memos as 


a devious method of settling the 
issue, suggested that a direct ap- 
proach would be for Mr. Hooper to 
make a survey to determine the 
relationship between TV ownership 
in telephone and non-telephone 
homes. 

Hooper earlier this month made 
a strategic withdrawal in the face 
of heavy attacks from radio sta- 
tions. He placed his share of the 
total broadcast audience (radio vs. 
television) in the strictly confiden- 
tial category. 

The next instalment in the 
Hooper story—“why our telephone 
sample is valid’”—which also will 
be published in memo form, is due 
to be released today. 


Heil Appoints MacDonald 


Robert G. MacDonald, formerly 
industrial relations director for 
Geuder, Paeschke & Frey Co., Mil- 
waukee, will join the Heil Co., 
Milwaukee, manufacturer of truck 
bodies and hoists, oil burners, 
truck tanks, road machinery, wa- 
ter pumps, dehydrators and bottle 
washers, as director of industrial 
relations July 1. 


Alho Buys ‘Liberty’; 
Will Introduce New 
Format in Autumn 


New York—Alho Publishing Co. 
has bought the name and good will 
of Liberty and will publish a 
larger size monthly magazine un- 
der the same name starting with 
the September issue. 

Announcement of the sale was 


made last Thursday by A. Law-/¢ 


rence Holmes, president of Alho 
Publishing Co. Alho also publishes 
Night & Day, Taboo and Final & 
Eve. 

The July issue of Liberty will 
be the last issue published by Lib- 
erty Magazine Inc., which was 
headed by Osborne B. Bond. There 
will be no August issue. 

Alho has announced that the 
new Liberty will be a general 
magazine designed to appeal to 
all readers. Present circulation 
plans‘ call for a newsstand print 
order of 500,000 copies, with a fu- 
ture goal of 1,000,000 newsstand 


@ Baseball time, strangely enough, 
coincides with ice cream’s peak sea- 
son. Cottage cheese is a summer 
favorite, too. 


So the Supplee-Wills-Jones Milk 


Company of Philadelphia, our client, 
has put the cow in the major leagues. 
For the third season, Supplee-Sealtest 


‘THE Cow 
THAT GOT INTO 


BASEBALL 


co-sponsors home-game broadcasts of 
the Athletics and Fighting Phillies— 


and adds away-games 


this year. 


All through the wide area served by 
Supplee, the Ayer sports staff brings 
the pitch-by-pitch play to hundreds 
of thousands of homes. Sales respond 
eagerly to the crack of the bat. 


N. W. AYER & SON, INC. 
Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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circulation. Liberty will continue 
to sell for 20¢. 

Advertising rates for the new 
magazine have not been deter- 
mined. 


ws Liberty was launched by Col, 
McCormick of the Chicago Trib- 
une and Capt. J. M. Patterson of 
the New York News in 1924, as a 
10¢ weekly. In 1931 Bernarr Mac- 
fadden bought the publication, but 
later sold it to Cuneo Press of Chi- 


ago. 

In 1945, the Atlas Corp., an in- 
vestment banking firm headed by 
Floyd Odlum, purchased Liberty 
for approximately $2,000,000. The 
transaction also included Movie 
Show, Screenland and_ Silver 
Screen. 

Movie Show was dropped by the 
company and, in February, 1949, 
Screenland and Silver Screen were 
sold to J. Fred Henry Publications. 


a Mr. Holmes, Liberty’s new own- 
er, is a grandson of the founder of 
Street & Smith (Franklin S. Fors- 
berg, who was publisher of Lib- 
erty from December, 1947, to Oc- 
tober, 1949, previously had been a 
vice-president and director of 
Street & Smith). Mr. Holmes em- 
phasizes, however, that Street & 
Smith has nothing to do with 
Liberty under the new setup. 
Holmes was editor and general 
manager of Pic in 1937; bought the 
Republican, Goshen, N. Y., in 
1943; started Night & Day in 1948, 
Taboo and Final & Eve in 1950. 
The publication will continue to 
be published in the Chicago plant 
of the Cuneo Press, although Cu- 


the magazine since Atlas Corp. 
bought the periodical in 1945. 
Atlas Corp., incidentally, has 
not held controlling interest in 
Liberty since December, 1946, 
when it sold 275,000 shares (43% 
of the total) to National Maga- 
zines Inc. Immediately following 
the sale, Atlas had 238,000 shares 
(about 36% of the total), and 
acted only in the role of a minority 
stockholder. 


Elects Fabry President 

M. J. Fabry, secretary-treasurer 
of Duffy & Fabry Inc., has been 
elected president of the Milwaukee 
chapter, Mail Advertising Service 
Association. Other officers are: 
Gertrude Bethke, Bethke Adver- 
tising Service, vice-president, and 
Carol Person, B. & C. Letter In- 
stitute, secretary-treasurer. 
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"LOOK AT THE EVIDENCE 


1949 
Number of 
Electric Meters 


42,311 
Since 1940 An Increase 


WINSTON-SALEM 
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ANPA and Four A’s 
Issue New Report on 
Newspaper Printing 


New YorK—The American 
Newspaper Publishers Association 
and the American Association of 
Advertising Agencies have issued 
jointly a 24-page booklet titled 
“Suggestions for Improving the 
Handling of Newspaper Advertis- 
ing Printing Materials,” available 
without charge from either as- 
sociation. 

The report is the third in a ser- 
ies by the ANPA-Four A’s joint 
committee on newspaper printing, 
and covers advertising printing 
materials by both advertising 
agencies and newspaper plants. 
Detailed information on inspec- 
tion, wrapping and shipping of 
materials by agencies and their 
suppliers, and receiving, unpack- 
ing, recording and storing by 
newspapers is included. 

A fourth report to cover prob- 
lems of color comic advertising 
has been undertaken by the com- 
mittee. No publication date has 
been announced. 


NEWSPAPER RESEARCH 
MANUAL PUBLISHED 

- NEw YorK—Publication of a 64- 
page manual on newspaper re- 
search has been announced here by 
the Newspaper Advertising Ex- 
ecutives Association. Title of the 
volume is “Newspaper Research— 
How to Use It, How to Put It to 
Work.” 

Initial distribution of the book, 
prepared as a practical guide for 
the use of NAEA members and the 
newspapers they represent, will 
take place the week of June 25 
during the association’s conven- 
tion at the Waldorf-Astoria. It 
will be offered for sale to associa- 
tion members only, at cost price. 


a “Newspaper Research,” accord- 
ing to the announcement, as- 
sembles for the first time in a 
single volume complete informa- 
tion concerning virtually all re- 
search projects which have been 
successfully employed by newspa- 
pers. It divides research into three 
major categories, “The Market,” 
“The Newspaper” and “The Prod- 
ucts.” 

The book “is a working com- 
pendium, designed to quicken in- 
terest among newspapers in this 
basic phase of creative selling and 
to indicate procedures and tech- 
niques that will validate these pro- 
jects among advertisers, agencies 
and professional research tech- 
nologists.” 


Oldsmobile Expands TV 


The Oldsmobile division of Gen- 
eral Motors Corp., Detroit, which 
now sponsors “CBS News with 
Douglas Edwards” three days a 
week, will carry the 15-minute 
telecast daily starting in the fall. 
D. P. Brother & Co. is the agency 
for this show, which claims to be 
the oldest continuous network 
newscast on 


‘Dallas News’ Names Estes 

Jack Estes, circulation manager 
of the Dallas News for 25 years, 
has assumed the newly created 
duties of circulation and personnel 
—- Sol Katz succeeds Mr. 
stes. 


Baltimore Adwomen Elect 


Mary Edna Busch, treasurer of 
Emery Advertising Agency, Balti- 
more, has been elected president of 
the Women’s Advertising Club of 
Baltimore. Other officers elected 
include: Mary S. Warren, public- 
ity director and assistant sales 
manager of Sheraton Belvedere 
Hotel, vice-president; Elsie K. 
White, Union News, Towson, Md., 
secretary; and Jeannette Leopold, 
traffic manager of WFBR, Balti- 
more, treasurer. 


Adclub Elects Runyon 


Everett M. Runyon, sales pro- 
motion manager of California 
Packing Corp., has been elected 
president of the San Francisco 
Advertising Club. Other officers 
are: Charles H. Ferguson, vice- 
resident and general manager of 
atten, Barton, Durstine & Os- 
born, vice-president, and Helen 
Ennis, Biow Co., secretary. Re- 
elected are: Harry Borden, treas- 
urer, and Florence Gardner, ex- 
ecutive director. 


KNBH Appoints Norman; 
Ups Eisiminger, Others 

Donald A. Norman has been 
named director of sales for KNBH 
Hollywood NBC television station. 
In other changes Richard Eisimin- 
ger will assume the post of man- 
ager of advertising and promotion, 
Robert C. Pelgram becomes man- 
ager of the press department, and 
Robert De Sousa becomes account 
executive. 

Mr. Norman was previously sales 
director of WNBT and WNBC, New 


York. Mr.*Eisiminger has been as- 
sistant manager of the NBC Hol- 
lywood press department since 
1946, and Mr. Pelgram has been 
a member of the press department 
since 1948. 


NEA Service Names Hollister 
Dudley Hollister, formerly sales 
manager of the graphic arts divi- 
sion of Fairchild Camera & In- 
strument Co., has joined the sales 
staff of Acme Teletronix division 
of NEA Service Inc., Cleveland. 
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Two Appoint Palm Agency 


Lavallee & Ide Inc., Chicopee, 
Mass., manufacturer of precision 
ground reamers, has named 
Charles Palm & Co., Hartford, to 
handle its account. Buckens Mfg. 
Co., Bridgeport, Conn., also has 
named the Palm agency to handle 
its advertising. 


TV /Films Names Lewine V. P. 


Jerome Lewine Jr., a free-lance 
photographer and camera man, has 
been mamed vice-president in 
charge of production of TV/Films, 
New York, television film commer- 
cial producer. 


Appoints Cory Snow Agency 
The materials handling division 
of Market Forge Co., Everett, 
Mass., has named Cory Snow Inc., 
Boston, to handle its advertising 
and public relations program. 
Trade publications and direct mail 


will be used in the initial cam-|| 


paign. 
Delham to Meissner & Culver 


Meissner & Culver, Boston, has 
been appointed to handle adver- 
tising for Delham Food Products 
Co., Cambridge, Mass., manufac- 
turer of picnic spreads and Kim’s 
dog food. 


America's 


FOREMOST 
‘TOY TRADE 


Magartine- 


Write for New Market 
Dota Folder 
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Special Extra 

@ PUBLICATION people on the 
whole are familiar with the split- 
ting headache that occurs when a 
major news story breaks after a 
deadline. The newspaper craft is 
well prepared for these sudden 
pains, and weeklies are usually 
able to adjust themselves to some 
extent. 

The pains are aggravated, how- 
ever, in the case of a monthly 
newspaper for employes, designed 
to carry all the news. When the 
news happens to be the announce- 
ment of the election of a new 
board chairman, president, board 
of directors and chairman of the 
executive committee, the dog has 
bitten the editor and the editor 
has said “Ouch!” 


-Employe Communications 


How to Win Friends Among Your Workers 
By Rosert Newcoms and Marc SAMMONS 


This is a rough sketch of the 
situation at Lever Bros. recently 
when, after some slight turmoil 
at the upper management level, 
a new slate was ushered in. The 
month’s issue of the employe news- 
paper, “Lever Standard,” was off 
the press and waiting for the mail 
crew when the news broke. The is- 
sue already featured a major news 
story, too big to be sidetracked. 


e Editor Jack Barnes faced the 
problem of getting the word to 
Lever employes im the quickest 
way. Here’s what he did: He pre- 
pared a special supplement con- 
sisting of an extra-long tabloid 
sheet, with the announcement, pic- 
tures and biographies on one side. 
On the reverse side, which folded 
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down over the front cover when 
the supplement was inserted in 
the magazine, was printed the pa- 
per’s masthead and news head- 
line on the management appoint- 
ments. 

The copy and pictures were 
made available only the night 
before the announcement was to 
be made public for the following 
morning’s papers. With a quick as- 
sist from engraver and printer, 
the supplement was run off that 
night, folded and inserted in the 
waiting “Standard.” The publica- 
tion, complete with insert, wag 
waiting for employes at the New 
York office the following morning, 

Airmail shipments were made 
to the 30 other Lever plant and 
office locations, so that employes 
there received the complete story 
and pictures on the morning fol- 
lowing the general newspaper 
story. Shop and office bulletin 
boards had already carried the 
flash, so all employes got the word 
of the elections at the same time 
as the public. New York employes 
had the detailed story at the same 
time, and those in outside loca- 
tions only a day later. 


e This fast headwork calmed em- 
ployes, already badly shaken by 
rumor. It put an end to weeks of 
conjecture. 

To be effective, communication 
must be fast. One industrial con- 
cern in the Midwest, attempting 
recently to diagnose the sores of 
employe discontent, stumbled up- 
on at least one of the causes: 
Several years ago a new presi- 
dent came in from the outside. He 
came unheralded and unsung, be- 
cause he wanted it that way, and 
several of his subordinates who 
had had an eye on the presidential 
plum, saw to it that he remained 
unheralded and unsung. 

To the rank-and-file employe it 
was a slight that Mr. Big should 
come, and should remain a man 
of mystery. If employes had been 
promptly told who he was, and 
why he was entitled to be there, 
they probably would have liked 
him. Now they simply don’t care. 


DuMont Opens Dealer Contest 


to Promote Hanover TV Sets 

To help spur summer sales of its 
19” Hanover TV receiver, Allen 
B. DuMont Laboratories is staging 
a contest for dealer promotion of 
the set. The manufacturer is offer- 
ing more than $12,500 in prizes, in- 
cluding a Cadillac sedan and 4 
Plymouth convertible. The com- 
petition closes July 31. 

The 63 prizes will be awarded 
on the basis of “dealer originality, 
follow-through and general im- 
agination as judged by the Reu- 
ben H. Donnelly Corp.,” according 
to Walter L. Stickel, national sales 
manager. 


Buys Stock in Davidson 


Mergenthaler Linotype Co, 
Brooklyn, has acquired a majority 
interest in the Davidson Mfg. 
Corp., Chicago, manufacturer of 
rotary duplication presses, feeders, 
folders and various supplies used 
in offset printing. Steps also are 
being taken by Mergenthaler for 
the acquisition of minority stock- 
holdings 
Mfg. will continue to manufacture 
products bearing the Davidson 
name, and to distribute them 
through its existing sales organ- 
ization. 


Appoints George Alluisi 

George E. Alluisi, recently with 
the New York Herald Tribune ad- 
vertising department, has been 
named to the national advertising 
sales staff of the combined New 
York and Chicago Journals of Com- 
merce. He will handle general and 
financial accounts in Philadelphia, 
mo York, New England and Can- 
ada. 


Ryan Agency Names Hurt 


in Davidson. Davidson ) 
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Marshall Hurt, formerly a mem- i 


ber of the executive staff of Wal- 
ter Weir Inc., New York, has 
joined Lewis Edwin Ryan Inc, 
Washington advertising agency, a& 


an account executive. 
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FOR COUNTER USE—This display for 
} Zenith Radio Corp. is one of the new 
Specialines created by Neon Products 
Inc., Lima, O., with copy fused into the 
formed Plexiglas face of the sign. The 
medallion is burnt copper color, and the 


base is natural finish wood. 


Fewer Orders Cause 
Reduced Newsprint 
Production: Savage 


New York—Primary reason why 
Canadian newsprint production has 
fallen off 2% for the first four 
months of 1950 is “lack of orders 
from newsprint buyers,” J. M. 
Savage, secretary of the Newsprint 
Association of Canada, told the 
American Newspaper Publishers 
Association in a letter in reply to 
the publishers’ inquiry on the sit- 
uation. 

“Newsprint,” Mr. Savage says, 
“is custom-built to each user’s 
specification, and for this reason 
it is impractical for a mill to make 
and stockpile tonnage in anticipa- 
tion of orders at a later date.” 

A second factor listed by Mr. 
Savage “has been the trim ob- 
tained on newsprint machines. On- 
ly the tonnage actually sold as 
newsprint appears on our records 
as newsprint production. During 
the comparative months one year 
ago, in order to fill their needs, 
buyers were willingly taking a 
considerable proportion of one- 
half and one-quarter-size rolls. 


= “With newsprint in free supply, 
publishers have required most of 
their tonnage in full-size rolls 
which are more difficult to trim. 
The balance of the full machine 
width has generally not been sold 
as newsprint. A further reason 
has been the drop in the former 
substantial sales of narrow rolls, 
including rolls below 15”, demand 
for which, as you mention, has 
largely disappeared in the U. S. 
because of the increase from 9” to 
15” in the minimum roll width 
for tariff-free entry.” 


St. Louis Adwomen Elect 


Jeanne E. Dunaway, publicity 
director of the Chase and Park 
Plaza hotels, St. Louis, has been 
elected president of the Women’s 
Advertising Club of St. Louis. 
Helen Prange, free-lance copy- 
writer, has been reelected vice- 
president; Marie C. Addison, 
Streckfus Steamers Inc., secretary; 
and Leonora M. Allen, traffic man- 
ager, Oakleigh R. French & As- 
sociates, treasurer. 


Kahn's Sons to Joseph 


) E. Kahn’s Sons Co., Cincinnati, 


meat packer, has appointed Jesse 
M. Joseph Advertising Agency, 
Cincinnati, to handle its account. 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing hist” 


WE 


Most complete, most accurate, mos? 
effective Automotive Service Shop 
Mailing Lists available — at lowest 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets; 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states. 
Write for detailed state counts, rates—complete 
ler FREE on request. 


549 W. WASHINGTON ST. 
CHICAGO 6, ILLINOIS 


Cokes Roll in Paris; 
Council Rejects Bill 


Paris—The anti-Coca-Cola bill 
pending since February in the 
French Parliament (AA, March 
13) has been rejected unanimous- 
ly by the Council of the Re- 
public, upper house of the French 
legislature. 

This action by the French Sen- 
ate sends the bill back to the Na- 
tional Assembly, where it is ex- 


pected to be allowed to die. In or- 
der to override the unanimous ad- 
vice of the Council, the Assembly 
would be obligated to pass the 
bill on second reading by at least 
311 votes or one vote more than 
half of the total number of depu- 
ties instead of by a simple major- 
ity, as when first passed. 

Since the passage of the bill 
by the Assembly, there has been 
a cooling off of opposition to the 
American beverage. Motor trucks 
may be seen in all parts of Paris 


delivering Cokes to bars and 
cafes. Coca-Cola is on sale even 
in the bar of the National Assem- 
bly. 

Even the Communists have 
drepped their attacks in favor of 
other matters. 


Industrial Club Elects 

The Industrial Marketing Club 
of St. Louis has announced the 
election of the following officers 
for 1950-51: President, L. C. Do- 
brunz, Wagner Electric Corp.; 
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vice-president, Wm. H. Pfaff, Ar- 
thur R. Mogge Inc.; secretary, W. 
C. Caruthers, Todd Studios; and 
treasurer, James W. Skinner, 
Cupples Hesse Corp. 


2 Name Casler, Hempstead 


Casler, Hempstead & Hanford, 
Rochester, N. Y., has been named 
to handle the advertising of Ma- 
thews Trucking Corp., Rochester, 
operator of refrigerated trucks. 
The agency also has been selected 
to handle the account of Fearless 
Dishwasher Co., Rochester. 


Typography that 


EMBERS of the Advertising Typographers 


Association of America, Inc. leave no stone 


unturned to save money for their customers. 
They brag about this. When they can reduce the 
time it takes to do a customer’s job, they are as 
pleased as Punch. What kind of foolishness is 
that? Are they crazy? 


Square-shooting pays dividends 


their lawyer—they know he is always on their 


side, looking after their welfare. They trust him 


implicitly and where there is trust, there is har- 
mony. Only those who think ‘“The Golden Rule” 
is screwball will call it foolish to give the cus- 


tomer the breaks. 


Only 72 firms in 26 cities of the United States 


On the contrary, ATA members are business 
men—not philanthropists! They believe in “‘a fair 
profit plus a safe reserve commensurate with the 
risks involved and foresight exercised.” That is 
set forth in the association’s 14-point Code of 
Ethics. To belong to ATA, a member company 
must pledge itself to adhere faithfully to the 
strict provisions of this code which holds that 
“we firmly resolve to test every transaction by 
the standard of truth and justice.” 


In more than two decades the association has 
existed, it has proved that the copybook motto, 
‘Honesty is the best policy” can be demon- 
strated in business dealings. Advertisers regard 
their ATA contacts as they do their banker and 


are members of the Advertising Typographers 
Association of America, Inc. No effort is made 
to keep it exclusive. Any well qualified company 
whose chief interest is advertising typography 
that can meet the personnel and equipment re- 
quirements and will follow the Code of Ethics to 
the letter may join. Yet in spite of the relatively 
small membership, ATA sets over 90 per cent 
of the nation’s fine advertisements. Maybe that 
idea of saving time for the customer isn’t so 
crazy after all! 


You’ll enjoy working with an ATA member. 
Ask the nearest one to drop around and give 
you the complete story. It is the solution of 
your typographical problems. 


™ Advertising ‘Lypographers Association of America, Inc 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA, 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 

Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thomas P. Henry Co. 

Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 
LOS ANGELES, CAL. 

Morneau Typographers 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 


NEW YORK CITY 1 ° 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Corp. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 
Frederic Nelson Phillips, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 


ALBERT ABRAHAMS, 


Tri-Arts Press. Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc 


SEATTLE, WASH. 
Martin & Pettitt, Inc. 
Frank McCaffrey’s Acme Press 
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Problem for Puzzle Addicts 


A few days ago Howard P. Abrahams, manager of the sales promo- 
tion division of National Retail Dry Goods Association, made a sizz- 
ling speech to the Pittsburgh Advertising Club. 

Mr. Abrahams inveighed against the over-use of sex, exaggeration 
and what he called unbelievable testimonials. He urged advertisers, 
in direct contrast to Elmer Wheeler’s dictum, to “sell the steak and not 
the sizzle,” and he criticized the use of “cheesecake, torrid embraces 
and displays of exceedingly curvaceous women.” 

But what was particularly interesting about his indictment of ad- 
vertising was the assertion that these faults of advertising are the 
faults of national and not retail advertisers. “Retailers, dealing with 
their customers across the counter every day, know what their 
customers want and what they believe in,” he said. 

Which brings us smack up against an exceedingly intriguing ques- 
tion: ‘ 

Why is “national” advertising so different in approach, in appear- 
ance and in concept from “retail” advertising? Why is it possible, in 
leafing through a newspaper, to distinguish manufacturers’ adver- 
tising, almost on sight, from retailers’ advertising? Why are retailers 
always insisting that a very substantial portion of manufacturers’ 
advertising, especially that designed for use over a retailer’s name, 
misses the boat, and isn’t written from the “retail viewpoint”? Why, 
indeed, should there be any substantial difference in the technique or 
approach used by a manufacturer to sell one product, and the tech- 
nique or approach used by a retailer to sell that product and other 
products? 

These are exceedingly naive questions, of course. There are dif- 
ferences in the approach, in the appeals, and in the specific results 
sought. But basically both manufacturers and retailers are reaching 
for the same end—the sale of goods and services; the ringing of a 
particular cash register. 

Maybe the questions aren’t so naive, after all. Maybe it would be 
worth advertising’s while for practitioners to ponder this puzzle, to 
debate it among themselves, to reexamine the entire subject, and to 
satisfy themselves that the generally accepted proposition that “na- 
tional” advertising must be substantially different from “retail” ad- 
vertising is sound and valid. 


The Stuffing Seems to Be Coming Out 


Last week ADVERTISING AGE duly chronicled two world-shaking 
events in the world of advertising: 

One was the fact that the Central-Penn National Bank of Phila- 
delphia has launched a light-hearted newspaper campaign designed 
for newspaper comics pages, with illustrations by New Yorker car- 
toonist Charles Addams. The second was that the Toledo, Peoria & 
Western Railroad has sent a folder to freight traffic buyers making 
fun of its own nicknames, revealing among other little known facts 
that some people call the railroad the “Tired, Poor and Weary” line. 

We have chronicled refreshing bank advertising before, and no 
doubt railroads have used the light touch in copy also. But it is 
pleasing, nevertheless, to see some of the stuffing coming out of 
what used to be among the stuffiest of businesses. 

Perhaps nothing pleased us more than the outbreak, a year or so 
ago, of painted boards sponsored by undertakers in various com- 
munities, bearing the cogent message addressed to motorists: “Slow 
down. We can wait!” 

It is our earnest and fervent hope, however, that the light touch 
will not be used too lightly, or too widely in advertising. It takes a 
good man (or woman) to do it well, and when the stuff misses fire 
it never misses by a fraction, but by a very unpleasant mile. 
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—Wesco Reporter, Westinghouse Electric Supply Co. 


“Am | early or late to work in the mornings—do you mean | get a choice?” 


What They're Saying 


Ad Readership Related to 
Number of Magazines Read 

The more different magazines 
a person reads, the more thor- 
oughly the advertising in any one 
of them is read. 

In the course of the regular 
Starch interview, each respondent 
was asked if he had read the cur- 
rent issue of about 40 magazines. 
The number of magazines read by a 
given person was matched against 
his readership of all advertising 
in Life, one of the magazines. This 
was done for seven consecutive is- 
sues appearing in the fall of 1949. 

... The results: Persons who had 
an average “Noted” of 19-25% 
read slightly more than four cur- 
rent magazines. Persons with an 
average “Noted” of 0-6% read 
three current magazines. 

The implication is that the per- 
sons who read the most magazines 
read the most advertisements in 
a given issue. In other words, in- 
terest in magazines and magazine 
reading is definitely related to 


‘readership of the advertising with- 


in them. 

Of course, the more magazines 
read, the greater the opportunity 
for duplication; that is, second im- 
pressions of the same advertise- 
ment on a single individual. Also, 
carried to the extreme, these re- 
sults would tend to indicate that 
the “exclusive” readers of any 
magazine would be the poorest 
readers of the advertisements in 


that magazine. 
—‘Tested Copy,” published by Dan- 
iel Starch & Staff, May, 1950. 


Ads Dealing with Court Action 
Generally speaking, we agree 
that when litigation is pending it 
is better taste and judgment to let 
the issues be tried in the courts 
which will have the responsibility 
of deciding them. However, taking 
the A&P case as an example, when 
the government filed its complaint 
the Attorney General issued a re- 
lease to the press which was wide- 
ly carried by the newspapers. Thus 
the government itself resorted to 
the forum of public opinion and 
chose not to confine prosecution of 


# z 


its case to the courts. 

Under such circumstances, it 
seems proper to us that the other 
party to the litigation should be 
able publicly to answer and to 
present its views of the issues... 

There are many times when in- 
stitutional advertising copy is re- 
jected by this paper because it con- 
tains matter which in our opinion 
is libelous or in bad taste, or be- 
cause it indulges in personalities 
or is obviously distorted. We think 
that the matter cannot be dealt 
with on the basis of any hard-and- 
fast rule; it comes down to a mat- 
ter of ethical judgment, which 
should be considerately and care- 
fully exercised. 

As to the point of view that we 
should refuse advertisements by 
the parties involved in a strike, 
we feel even more confident of 
the correctness of our position. All 
strikes affect the public in varying 
degrees. Unions have long recog- 
nized the importance of public 
support and have resorted to all 
available means of enlisting such 
support. We think the public is 
entitled to be informed as to the 
issues involved in strikes and we 
endeavor to state those issues ac- 
curately in our news columns. We 
can see no sound reason why the 
employer as well as the union 
speaking for the employes should 
not be permitted to state their re- 
spective positions on the issues, 
again, of course, within reasonable 
bounds of taste. 

Advertising which goes beyond 
the promotion of a product for 
sale has been mushrooming in re- 
cent years and presents many 
problems for a newspaper. We 
shali continue to consider and deal 
with these problems as they arise 
and give them our best judgment. 

To adopt any rule of censorship 
would, in our opinion, be unwise 
and against the public interest we 
try to serve in the news, adver- 
tising and editorial columns of this 
newspaper. 


—From an editorial in the New York 
Times May 23, replying to a criticism 
of its publication of A&P ads dealing 
with the pending anti-trust suit. 


Rough Proofs 


An advertising and sales pro- 
motion man looking for a new job 
says he’s “university trained, fam- 
ily man with moderate income re- 
quirements.” 

He must have an unusual family, 


Dad enjoyed Father’s Day im- 
mensely, in spite of the fact that 
he realized the bills incidental 
thereto would arrive on his desk 
in a few weeks with an explosion 
like Fourth of July firecrackers. 


Bob Hope is reported to have 
“won his freedom” from Lever 
Bros., even though very little has 
been said to indicate he’s getting 
alimony. 


With Bob Hope signed up to pro- 
mote Chesterfield cigarets, he’ll be 


_| teamed up again, as in the movies, 


with his favorite golf partner, Bing 
Crosby. 


With Arthur Godfrey undertak- 
ing to work for Lever Bros. in ad- 
dition to all his other activities, 
the number of sponsors who don’t 
have Godfrey is now approaching 
absolute zero. 


“Examiner is a medico, but Ez- 
aminer is a newspaper,” remarks 
Coca-Cola, which might have 
added “a Hearst newspaper” with- 
out being so very far from right. 


Agencies which put copyright 
symbols at the bottom of their ads 
probably feel that it’s much easier 
that way to get the client to ap- 
preciate the merits of the produc- 
tion. 


Howard Abrahams criticizes ad- 
vertisers who illustrate their copy 
with cheesecake and displays of 
curvaceous women. 

Does he feel there’s no use try- 
ing to compete with the rotogra- 
vure editors? 


Frederic H. Rahr told the wall- 
paper wholesalers in convention 
assembled that their product is 
rapidly disappearing from the 
American scene. 

It’s becoming a wall flower, that 
is. 


The Old Professor says his sta- 
tistics indicate that almost as 
many people are now using “ap- 
praise” when they mean “apprise” 
as insist on writing it “disinter- 
ested” when what they really mean 
is “uninterested.” 


“People Today,” the story says, 
“plans to confine its contents to 
the most fascinating subject in the 
world—people.” 

Always remembering that the 
people people are most interested 
in wear their own particular 
names. 

Copy Cus 
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PRACTICAL IMPORTANCE OF PURE PHYSICS 


An our great technical advances can ultimately be traced to the 
desire of men to understand nature and her ways. It is but a step from the 
pure physics of yesterday to the practical engineering of today. 


4m is signally so in communications. The radio waves which speed 
messages over the face of the earth and are playing a leading role in 
instruction, entertainment, and merchandising were first generated and 
detected by the physicist Hertz in an effort to test the seemingly abstract 
theories of Maxwell. 


L. the same researches on electric waves, some sixty years ago, Hertz 
discovered the photoelectric effect, whose fundamental theory received 
its sharpest formulation through Einstein. Today, the photoelectric effect 
has become the point of departure of a new great industry, Television. 


lL. fact, all of electronics, which forms the core of modern communi- 
cations engineering, rests on the original researches on the electron by 
physicists such as J. J. Thomson and R. A. Millikan. In more recent years 
H. Busch, attempting to achieve a more precise measurement of the specific 
charge of the electron, fell upon fundamental analogies between electrons 
and light, which led to the new science of electron optics. This not only gave 
new impetus to television, but, in addition, provided science and industry 
with the electron microscope, a tool of unprecedented power. 


Yu. elementary electron optics did not suffice to circumscribe the 
range and to indicate the optimum design of the electron microscope. Both 
Louis de Broglie’s wave theory of the electron and Einstein’s theory of rela- 
tivity played here a paramount role. 


‘hwy, as never before, the communications industry looks toward 
the fundamental physics laboratory for guidance. A deeper understanding 
of the solid state of matter, in particular, promises rich rewards in new 
tools, new products, and new techniques. The pace of our industrial prog- 
ress depends critically on the encouragement of original research in pure 
science. It is in the interest of all of us to maintain unchecked the flow of 
knowledge and ideas which constantly infuses new life into our economy. 


Whadiimix Ko Lwrrykin 


Vladimir h. Zworykin is vice president and technical consultant 
of the R.C.A. Laboratories Division of the Radio Corporation of America 


This series of advertisements is published by the only U. S. magazine which covers all of the sciences SCIENTIFIC 
in the interest of a wider understanding of the role of science in industry. Reprints upon request: AMERICAN = 24 West 40th Street, New York 18, N. Y, 
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You can have hve television 


You can’t get it by cable yet—but you can with a good show. 
What’s more important than how they see it—“live” or transcribed (TVR)— 


is what they see. What you’re really after is live audiences. 


When you look at single-station markets, where audiences constantly 
see both live and TVR, you find good TVRs beat anything in sight. Indeed, 


TVRs often average higher ratings in single-station cities’ than the very 


same shows seen “live” in multi-station, hotly competitive cities. 
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60 markets: 


Right now, of course, an advertiser buying CBS television can reach 
as much as 78% of the available U.S. television audience “live.” But to 
take full advantage of today’s television opportunities, he can’t afford 


to pass up the rest of the market. 


Top shows are top shows anywhere. Most of them, in television as in radio, 
are of course on CBS. So take your show to its total market... 


but first make sure what you’ve got is a CBS show. 


*A detailed analysis of present-day television opportunities, 
with facts and figures important to all advertisers, 
is available through CBS. If you haven’t seen it, we'd 
welcome the opportunity to show it to you. 


television 
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This is the V. P. in Charge of Sales, 
who was deluged with orders 
when his product story was told 

to 1,000,000* MEN who read 


and own The Elks Magazine. 
* Dec. 1949 ABC statement— 


YOU'LL SELL IT... 
YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 


JWT Tells European 
Manufacturers About 


U. S. Opportunities 


New York—J. Walter Thompson 
Co. has published “The American 
Market for European Goods” as a 
guide for overseas manufacturers 
seeking sources of information 
about the American market. 

The study, which asserts that 
the American market can be en- 
tered with minimum risk and 
maximum opportunities, was com- 
piled by Samuel W. Meek, vice- 
president, and Dr. Vergil D. Reed, 
associate director of research. 

Through the report the agency 
advises foreign manufacturers to 
enter one market at a time by run- 
ning small tests in class or geo- 
graphic markets and extending 
progressively over larger areas. 

The study outlines agency-client 
relationships in this country and 
contains sections dealing with 
media and readership facts as well 
as data on competitive advertising. 


Files Fair Trade Suit 


Sunbeam Corp., Chicago, has 
filed a $50,000 damage suit in the 
Chicago superior court against Jo- 
seph Winkler & Co., Chicago. Sun- 
beam claims the sale of the com- 
pany’s nationally advertised mer- 
chandise was priced below the fair 
trade minimum fixed under the 
state law. 


Pier Busseti to Caples Co. 


Pier Busseti World Travel Serv- 
ice, New York, dealer in who'e- 
sale tourist services for travel 
agents, has appointed Caples Co., 
New York, to handle advertising 
in this country in business papers. 
Erberto Landi Advertising Co. for- 
merly handled the account. 


OF & i Brsi. 


Cus ©. A. OQ: °° 


sers of fine, creative printed 


matter in nearly every state of the 


union know Manz. Daily mails bring 


inquiries from manufacturers and ad- 


vertisers from all across the country 


who have a full realization that the 


right kind of engraving, printing and 


creative services can (and do) produce 


profitable results. 


Manz is a complete ‘‘creative print- 


ing’’ service. That is why so many large 


and small users of printed matter country- 


wide choose MANZ. 


DETROI!I 
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Harper’s Bazaar sales staffer James M. Doherty has cause for 
pride in the younger generation. His son Martin, who stands 6’ 8” 
tall, was selected by the English Speaking Union as one of four high 
school boys to spend eight weeks this summer promoting good will 
in the British Isles... 

Clyde Bedell, the Chicago, 
or more precisely, Park 
Ridge, Ill., authority on re- 
tail advertising, reached Au- 
stralia a couple of days ago 
for a six-weeks lecture and 
instruction tour for three big 
dailies: the Herald, Mel- 
bourne; Advertiser, Adel- 
aide; and Courier-Mail, Bris- 
bane. He is using the as- 
signment as an excuse for 
a three-month round-the- 
world air tour for Mrs. Be- 
dell and their two sons. 

New publicity chairman of 
the San Francisco Sales 
Managers’ Association is 
Vincent Francis, sales man- 
ager of KGO and KGO-TV. 
Burton Vaughan of BBDO 
will serve as assistant... 

Nick Carter, business man- 
ager of Snips, the sheet met- 
al trade publication, Chica- 
go, was married on May 27 
to Carol Senkel, Chicago 
girl...Earlier in the month, 
Don Donahue of the WKBW 
sales dep’t was married to 
Eileen Dowling, formerly 
secretary to Noran Kersta, 
v.p. of William Weintraub 
& Co., New York. The couple will live in Buffalo. ..Plans for a trip 
to the altar this fall are being made by Arthur Eaton of Erwin, 
Wasey & Co. and Katherine Hedick of the publicity dep’t of Young 
& Rubicam, New York... 

Five professional members were initiated May 24 into the Uni- 
versity of Colorado’s Lowell Thomas chapter of Alpha Delta Sigma: 
Mark Schreiber, of the Mark Schreiber ad agency; Paul Felix, ad- 
vertising and sales promotion manager, Denver Dry Goods Co.; 
Charles Gordon, General Outdoor Advertising Co.; Wally Lewis, ad 
director, Rocky Mountain News; and Herb Hollister, president, 
KBOL, Boulder... 


PARTNERS—James M. Cecil, president of 

Cecil & Presbrey, New York, leaves on the 

Mauretania, accompanied by his most im- 

portant partner, Mrs. Cecil, for a_ six- 
week business trip to Europe. 


RECORD—He’s never lost a race because he’s never been entered in one, but 

Larry Rothman, of Rothman & Gibbons, Pittsburgh agency, looks authentic in this 

pose with June Bumpas, a 23 class pacer. R&G is public relations and advertising 
consultant to Fort Steuben Raceway, Steubenville, O. 


Leonard Dreyfuss, president and chairman of United Advertising 
Corp., Newark, was honored by two New Jersey colleges for bring- 
ing the story of American business to the college campus. At South 
Orange, on June 4, Seton Hall College awarded him an honorary de- 
gree of Doctor of Laws. On June 1 Fairleigh Dickinson College, 
Rutherford, cited Mr. Dreyfuss “for work done in having outstanding 
business men reach the college students of this state.” Mr. Drey- 
fuss began his campaign to introduce students and business at Rut- 
gers University... 

Edward T. Younglove, Sports Afield representative in Chicago, 
has a baby daughter who weighed in at 6 lb., 7 oz. when she was 
born on May 31...Joyrides in the nursery of the Cosmopolitan Club 
are assured for the small son of Peter Alport, who heads his own 
agency in Portland, Ore. Pop has presented a Mill-Hall Junior Jet 
play plane to the nursery to keep the boy happy while his parents 
entertain at the club... 

WHLI’s vice-president in charge of sales, Joseph A. Lenn, has 
been elected president of the Lions Club in Hempstead, L. I...John 
M. Wilkoff, promotion manager of WCOP, was elected to the board 
of governors at the annual dinner of the Boston Clan of Carnegie 
Institute of Technology. He was a member of the class of ’34 at 
Carnegie Tech... 

Art Lowe, ad director of the Gazette-Times, Corvallis, Ore., a 
lieutenant colonel in the Oregon National Guard, is on two weeks 
active duty at Fort Lewis... 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


(1) 1¥r. at $3 ( 52 issues) 
C) 2 Yrs. at $5 (104 issues) 
C 3 Yrs. at $6 (156 issues) 


, of 
*< * 


NAME 


() Payment enclosed 
() Bill me 
C Bill my firm 


Tite 


Firm 


BusinEss. 


Zone _STATE 


But send my weekly copies to 


Home Appress 
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Chains’ Market Share Static 
Since ‘29, Magazine Finds 


New Yorx—Chain stores today 
account for almost exactly the 
same proportion of total retail 
trade they did in 1929, the current 
issue of Chain Store Age reports. 

The issue—which marks the 
business paper’s 25th year—re- 
views in charts and tables the 
changes in the chain store field in 
a quarter-century; the 25 years 
also produced major changes for 
Chain Store Age, whose initial is- 
sue in June, 1925, carried 22 pages 
of advertising. The current issue, 
published in seven different edi- 
tions, carries 569 pages of adver- 
tising. 

Of particular interest to adver- 
tising men is the six-page feature 
in the grocery executives edition 
which reviews changes in adver- 
tising. 

“Chain store advertising,” it 
says, “is almost as old as chain 
food stores. There are many ex- 
amples of chain store advertising 
that appeared well before 1900, 
but advertising assumed its pre- 
sent form around 1925. 

“Since 1925 there have been sur- 
prisingly few changes in food 
chain advertising. Art and layout 
have been improved but the basic 
form has changed less in the food 
field than in almost any other 
form of retail advertising. It is 
frequently difficult to distinguish 
between advertisements that ap- 
peared in 1925 and 1950. 


= “In 1925, food chains were al- 
ready selling the customers famil- 
iar brands of merchandise on 
which the brand, size and price 
were the important factors—not 
the intangibles frequently used on 
other forms of advertising. Perish- 
able-item advertising has always 
| called for more descriptive text 
on the quality of the merchandise 
and it is in this field that the 
greatest change may be observed 
in the regular price advertising. 

“Food chain advertising over 
the last 25 years has been sharply 
divided into ‘price’ advertising 
that usually appears in the after- 
noon newspapers on Thursday or 
Friday, and ‘institutional’ advertis- 
ing which appears in a variety of 
media on varying dates. 

“In spite of many campaigns for 
early-week advertising and the 
emergence of many new advertis- 
ing media, there has been little 
change,” the publication says, “in 
price advertising over the 25-year 
period, and this is the biggest part 
of chain food advertising. 


= “Institutional advertising,” the 
article points out, “is the oldest 
form of chain food store adver- 
tising, and the earliest chain food 
advertisements were designed to 
sell the company rather than the 
merchandise to the customers. But 
it is in institutional advertising 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
hewspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 


NOTE: We now have facts complied by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only of Its kind ever made. Write now 
for this free Information, 


that the greatest advances in ad- 
vertising techniques may be seen. 

“Unhampered by changing prices 
and the necessity of listing a large 
enough variety of merchandise to 
appeal to every possible reader, 
the chain store advertiser has been 
able to use almost all of the de- 
vices open to advertisers in other 
fields when he is using institu- 
tional advertising. 

“Almost all radio and magazine 
chain store advertising is of the in- 
stitutional type. Handbill adver- 
tising has been widely used by 
food chains but never on the same 
scale as by independent merchants. 

“There have been some recent 
attempts to replace a portion of the 
price advertising with advertising 
of an institutional character, but 
this has affected only a small por- 
tion of the total food chain adver- 


“In spite of the many criticisms 
that have been leveled against 
price copy,” the article concludes, 
“it not only has survived, but has 
thrived and will probably be with 
us for many years to come.” 


ws When Arnold D. Friedman in 
1925 conceived the idea of a busi- 
ness paper devoted to the chain 
store field, he had difficulty in 
finding an established publisher. 
He received polite hearings but no 
backing until he met Godfrey M. 
Lebhar and John F. Stern, who 
were then publishing business pa- 
pers in the textile field. 

With the first issue of Chain 
Store Age, Mr. Lebhar was editor- 
in-chief, Mr. Friedman was adver- 
tising manager, and Mr. Stern was 
business manager. Today, Mr. Leb- 
har is still editor-in-chief and also 
chairman of the board of the pub- 
lishing company, and Mr. Fried- 
man is publisher and president. 
Mr. Stern died in 1944. 

Within a short time after the 
founding of the publication it be- 


came obvious that the special mer- 
chandising problems of chain stores 
could not be solved through the 
administrative approach. Sections 
were added to the publication; 
later these were developed into 
separate editions. 


ws Chain Store Age today is pub- 
lished in the following editions: 
administration edition; grocery 
managers edition; variety store 
managers edition; variety-general 
merchandise executives edition; 
drug store managers edition; drug 
executives edition; and fountain- 
restaurant section (separately 
bound and included in the drug 
and variety editions). 

In addition to its specialized edi- 
tions, the company also publishes 
numerous training courses, man- 
uals and directories for the chain 
store field. 


Gelula Names James E. Ross 
Abner J. Gelula & Associates, 
Philadelphia, has appointed James 
E. Ross, formerly assistant sales 
eee manager for Sunroc Re- 


rigeration Co., as media director. 
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Veale Joins Frankfort 


William R. Veale, formerly vice- 
president and general manager of 
Lever Bros. Co. has been appointed 
director of marketing of Frankfort 
Distillers Corp., New York. He 
will coordinate all of the market- 
ing activities of the company and 
will be responsible for the mer- 
chandising of the company’s Four 
Roses, Hunter, Paul Jones and 
Wilson brands. Before joining 
Lever three years ago, Mr. Veale 
was associated with Frankfort Dis- 
tillers in Chicago, and before that 
was manager of the soap division 
of Colgate-Palmolive-Peet Co. 


Noble Joins Film Counselors 
Joseph V. Noble, formerly gen- 
eral manager of Murphy-Lillis, 
film producer, will join Film 
Counselors Inc., New York, June 
19 as vice-president, succeeding 
Gordon L. Hough, resigned. 


Form TV Film Company 

Trio Pictures Inc., a new tele- 
vision film company, has been 
formed by Axel Gruenberg, Jack 
Hively and Carl Wester, with of- 
fices at the Hal Roach Studios, 
Hollywood, Cal 
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‘The most successful 
major move in Chicago’s 
newspaper history 


We promised last month that you would get the facts, as soon as available, on devel- 


opments arising from the chan 


Daily SUN-TIMES. 
Total circulation growth shows how Chicagoans have responded to our new pattern 


of editions: 


Circulation for April, 1950— 


change took place April 17 . 


Circulation for May, 1950— 


under new edition schedules. . . . 


. @-@.e°-e @ ¢ ¢@ ¢ 


(Figures are total average net paid daily.) 


ge last April 17 in publishing hours of The Chicago 


..617,726 
.....619,594 


The move to our present publication schedule made it necessary for us to request 
our afternoon home-delivery subscribers to accept delivery of The Daily SUN- 
TIMES before breakfast. 


Here is what has happened to daily home-delivered circulation: 


Combined morning and afternoon home-deliv- 
ered circulation immediately before the change: 


Unified home-delivered circulation at end of 
May, six weekly collections after the change: 


These gains, made in spite of a move unprecedented in 


225,035 
227,906 


newspaper history, prove 


beyond doubt that The SUN-TIMES has a stable, interested readership. To win the 
interest of these families in what you offer, advertise in the 


Cc #H 
SUN 


PICTURE 


211 W. Wacker Drive, Chicago 6 


ANdover 3-4800 


a SO 


TIMES 


NEWSPAPER 


250 Park Avenue, New York 17 


Plaza 3-1103 


Total circulation 619,594 average net paid daily for May, 1950 
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Agency Offers Small 
Advertisers Color 
Ads at Low Cost 


Detroit—Hendrick Advertising 


Agency here has introduced a new 
copyrighted service for small ad- 
vertisers called “Ads in Color” 
which, the agency claims, offers 
the small advertiser an opportunity 
to have his ad reproduced in two 
colors without paying the usual 
high premium for color. 

The plan works as follows: The 
agency buys right-hand outside 
columns in a publication. It takes 
the regular black plates of several 
small advertisers, groups them into 
a column, and prints them over a 
background color plate to give the 
two-color effect. 


@ As an example of the savings 
this system effects, the agency 
compares b&w and “Ads in Color” 
rates in Field & Stream. Ordinary 
b&w with no set positioning costs 
approximately $5.76 per line, or 


A Salesman’s 
Best Friend 
is a GOOD 
Catalog 


Whether a salesman covers 
his territory at frequent in- 
tervals or only a few times a 
year, his most faithful ally is 
a good catalog in the hands 
of his customers. 


The need for materials, sup- 
plies and merchandise pops 
up at the most unexpected 
times — generally about the 
time a salesman is at the other 
end of his territory! 


That’s when a well-organ-° 
ized, up-to-the-minute, easy- 
to-use catalog really goes to 


work. The order is 
signed, sealed and in 
the mail before com- 
petition can grab it off. 


What IS a good catalog? It 
is an attractive, sturdily-built 
binder that lasts for years and 
years. It is a book that talks 
“facts” — and makes sales. It 
is loose-leaf so it may be kept 
up to date with a minimum of 
cost and effort. 


Heinn originated the loose- 
leaf cataloging system to an- 
swer the need for longer and 
less costly catalog, price list, 
point-of-sale material, data 
book service. Your catalog 
problem may be greatly sim- 
plified — and improved — by 
switching to loose-leaf covers. 
We'll be glad to rive you all 
the facts. Write The Heinn 
Company, 326 W. Florida St., 
Milwaukee 4, Wisconsin. 


nae ‘ 
ORIGINATORS OF THE Jade Lea 


SYSTEM OF 


$80.64 an inch. The special intro- 
ductory price on this new color 
column is about $8.53 per line, or 
$119.48 an inch, an increase of less 
than half the original cost. 

The agency points out that to 
get regular color an advertiser 
would need to take %4-page space 
and pay $152 as a minimum for the 
extra color. 


46% Use TV, ‘Tele-Que’ Says 


Forty-six per cent of all Los An- 
geles agencies have clients using 


television, and 23% expect to have 
clients on TV within six months 
according to the June 5 issue of 
Tele-Que News, published by Cof- 
fin, Cooper & Clay, Los Angeles 
television research concern. The 
publication also reports that Log 
Cabin bread headed the list of 
most liked TV commercials during 
May, with Texaco, Camels, Sun- 
sweet prunes, Ford and Milani’s 
dressing following in that order. 
Most. disliked were Coast Federal 
Savings, Pall Mall, Philip Morris 
Triple Theater Chevrolet, Ford and 
Chevrolet. 


Metcalf Joins West-Marquis 
Prescott Metcalf, formerly an 
independent radio and television 
producer, has joined the Los An- 
geles staff of West-Marquis. 
Among the shows produced by Mr. 
Metcalf were “Whipples of Barret 
Street,” and “Make the Team.” 


Gets Barbecue Account 

Ralph Brunton, San Francisco, 
manufacturer of barbecue - 
cialties, has named Merchandising 
Factors Inc., San Francisco, to 
handle advertising. 
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W. N. Best Names Wehner 

W. N. Best Combustion Equip- 
ment Co., Carlstadt, N. J., designer 
and producer of specialized high 
efficiency oil burning equipment, 
has appointed Wehner Advertising 
Service, Newark, as advertising 
counsel. 


Scheidt Appoints Wheelock 

Adam Scheidt Brewing Co, 
Norristown, Pa., has appointed 
Ward Wheelock Co., Philadelphia, 
to handle advertising and mer. 
chandising. 


when you’re “shopping” for 
space in Sunday magazines 


MART advertising men don’t need to be told 

that Sunday magazines are a great buy —and 
have been for a long time. Nor that this is the 
“Golden Age” of Sunday magazines. 


Their circulations are at an all-time high. And 
ditto their readerships. Unlike many another me- 
dium, they have not, cannot, will not suffer from 
the competition of expanding television. 


They put your advertising where you find the 
most people with the most money to spend. They 
deliver tonnage circulation to sell your goods in 
tonnage volume. They are ideally suited to the 
fighting, fitful ’Fifties. 

And... the biggest and smartest advertisers in 
America are regularly appearing on their pages. 


BUT...LOOK AT ALL THREE 


When you start planning your advertising strat- 
egy ... when you start looking at the figures... 
start comparing values, what do you see? 


Well... let the figures speak for themselves. 


Can any other Sunday magazine give you an 
audience of Metro’s size? No! Can any magazine 
of any type? No! Can any regular network radio 
show—even at the peak of its popularity? No! 


The Metro-Masses have 68 billion dollars a year 
to spend for what America makes. They are con- 
centrated where 2 of all retail sales are made. And 
to them the pages of Metro are a great “Super- 
market-in-Print” where it’s a pleasure to shop. 


And the cost of putting your goods on the 
shelves of this “Supermarket-in-Print” will get 
the Big Okay from value-conscious agency men 
and company treasurers, alike. 


Why not call in a Metro-man and have him tell 
you the full, fast, streamlined, fact-filled new 
story? Compare those facts and figures with com- 
parable data from any other publication on the 
list. And when you come to Sunday magazines — 
look at all three! That's Step No. 1 in getting 
the most for your money! 


With a deep bow to the genius of the late J. Stirling Getchell who wrote 
the quoted headline you know so well —and to Walter P. Chrysler, 
the great tradition-breaker, who had the imagination to publish it. 


Individually edited by these leading Sunday Newspapers: 


ATLANTA Journal DES MOINES Register NEW YORK News 
BALTIMORE Sun DETROIT News and/or Free Press PHILADELPHIA Inquirer 
BOSTON Globe and/or Herald INDIANAPOLIS Star PITTSBURGH Press 
BUFFALO Courier-Express LOS ANGELES Times PROVIDENCE Journal 
CHICAGO Tribune MILWAUKEE Journal ST. LOUIS Globe-Democrat 
CINCINNATI Enquirer MINNEAPOLIS Tribune and/or Post-Dispatch 
CLEVELAND Plain Dealer NEW ORLEANS Times-Picayune & States ST. PAUL Pioneer Press 


Sales Offices for Metro Magazines and Metro Comics ... NEW YORK - CHICAGO | 
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Summer Drive Opens 
for Fresh‘nd-Aire 


Curcaco—A b&w half-page ad 
in the June 19 Time will open the 
summer campaign for Fresh’nd- 
Aire electric air circulators, fans, 
heater-fans and room humidifiers. 

The increased effort will include 
consumer and trade publication 
ads, radio and TV spot announce- 
ments, and co-op department store 
newspaper copy. Also on the mag- 


azine list are Better Homes & Gar- 
dens, and Parents’ Magazine. 
Dancer-Fitzgerald-Sample han- 
dles the advertising for Fresh’nd- 
Aire, a division of Cory Corp. 


‘Journal’ Changes Type Size 
The Milwaukee Journal has 
adopted a new and larger type 
to improve readability. It is now 
using Regal No. 1, 8 pt on 8% pt 
slug, as its body type. The type 
formerly used was 71 pt on an 8% 
pt slug. The type in which the 
classified ads are set has been 


changed from 5 pt to Regent, 5% 
pt type. 


American Steel Names Two 


Myron E. Capouch, who has 
been with the company for 24 
years, has been named manager of 
the construction materials division 
of American Steel & Wire Co., 
Cleveland, a subsidiary of United 
States Steel Corp. E. T. Eggers, 
formerly a salesman in the Chi- 
cago sales office of American Steel 
& Wire, has been appointed man- 


ager of the wire rope sales division. 


Appoints Martin Wickett 

Martin Dean Wickett, formerly 
director of operations for KXOA, 
has been named director of opera- 
tions of the two Lincoln Dollar 
stations affiliated with the Don Lee 
network—KXOA, Sacramento, and 
KXOB, Stockton, Cal. 


Porter Agency Moves 


Robt. F. Porter Co., Winston- 
Salem, N. C., agency, has moved 
to larger quarters in the Reynolds 
Bldg., where it has been operating 
since the agency was formed. 
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Latest A.B.C.well over ... 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


DETROIT - SAN FRANCISCO + LOS ANGELES 


Latest A.B.C. . . 


Lh 
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- 14,000,000 


» AMERICAN WEEKLY 


9,645,541 


{Including publisher's estimate of 150,000 for New Orleans Item) 


Latest A.B.C. . .- 


3. THIS WEEK 


9,562,485 
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Frozen Foods 
in St Paul 


A comprehensive picture of 
frozen food usage is detailed in 
the 1950 Consumer Analysis of 
the St. Paul Market. 


In order to capture a qualita- 
tive appraisal of each classifica- 
tion, the relative frequency of 
purchase and the percent of fam- 
ilies who tried and discontinued 
the use of the product was meas- 
ured for the first time. 

Here is the comparison: 


Percent of all Families 


Tried But 
Occa- Discon- 
Regularly sionally tinued Never 


Vegetable 10.0% 42.5% 2.1% 45.4% 
Fruit 6.0 50.5 2.2 41.3 
Poultry 2.1 21.2 1.6 75.1 

Several interesting observa- 
tions can be made from this data. 
Although better than half the 
families in St. Paul have tried 
frozen vegetables and fruits only 
2% discontinued their use. On the 
other hand, only 25% have tried 
poultry and again nearly 2% re- 
ported discontinuing its use— 
more than double the rate of dis- 
continuance found among fruit 
and vegetable buyers. 

As to frequency of purchase, 
frozen vegetables have the high- 
est percent of regular users. 
However, frozen fruits have the 
highest percent of over-all usage. 
(Regular plus occasional users. ) 

Equally interesting the 
brand consciousness of the fam- 
ilies buying in each classification. 
Among the regular buyers, only 
1.7% of the reporting families did 
not know what brand of frozen 
vegetables they bought. This fig- 
ure jumped to 2.8% for frozen 
fruits and 7.9% for frozen poultry. 
For occasional buyers, the lack 
of brand consciousness is more 
marked. Here are the percentage 
of don’t know for the three clas- 
sifications: 11.1% frozen vegeta- 
bles; 13.4% frozen fruits; 14.0% 


frozen poultry. 
These frozen food classifica- 
tions are only three of the 150 


is 


Consumer Analysis of the St. Paul 
Market. These classifications 


are looking for pertinent infor- 


in the St. Paul Market, send for 
this research report today. Write 
General Advertising Department, 
St. Paul Dispatch-Pioneer Press, 
St. Paul 1, Minnesota, or Ridder- 
Johns, Inc. with offices in New 
York, Chicago, Detroit and Min- 


neapolis, 


cover brand preferences for j 
foods, soaps, toiletries, beverages, | 
home appliances and general f 
consumer buying habits. If you | 
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Pulse Expands Coverage 


Pulse Inc., New York, has ex- 
tended its radio-TV rating ser- 
vice to three acditional markets. 
Richmond has been added to its 
radio list as the tenth city. Ratings 
are now being provided for TV 
in St. Louis and Columbus, bring- 
ing to 11 Pulse’s number of video- 
rated markets. 


DAYTONA BEACH 


Florida’s Year a pon Reached 

THE DAYTONA BEACH NEWS- JOURNAL 

1. Daytona Beach is an unusual test market, 
its thousands of visitors come from all 
over the U.S., Canada, Cuba and 8. 
America 

2. Over $55, 000,000 effective buying income. 

3. Over $38,000,000 retail sales 

4. A quality market index of 140. 

6. 1949 total advertising 10,066,667 lines. 
6. National advertising gain 20.58%, com- 
pared to Nation’s average 14 80%. 

SEND FOR OUR ABVERTISERS’ MERCHANDISERS PLAN 
Represented 


waiscnalty Represen 


WARD- GRIFFITH CO., INC. 


Btatier Office Building. . .. BOSTO 
22 Morieiaine SEG 6 oe sccvesesepese css vies 
SEND FOR OUR CITY ZONE POPULATION F FOLDER 


Forget the Mass, Focus on Customer, 
Weir Advises Writers of Advertising 


[At the Advertising Federation of 
America meeting in Detroit, Walter 
Weir, New York agency head, 
made a plea for more sales-minded 
rather than eye-minded advertis- 
ing, and for more believability in 
advertising copy. The essence of 
his comments is given in the fol- 
lowing digest.] 

Advertising, I think most of us 
will agree, is a means of selling in 
the mass—of making a group sale 
with a single selling message in- 
stead of a single sale with a per- 
sonally delivered selling message. 

It is at this point, I believe, that 
we become confused—and have 
become increasingly confused over 
the past 15 years. 

For most of our criteria for 
measuring advertising today are 
based on the blindly accepted def- 


inition that advertising is a means 
of selling the mass. As a result, we 
tend in media, for example, to con- 
cern ourselves with amount of cir- 
culation rather than kind; and, in 
copy, to strive for quantity of 
reading rather than quality of read- 
ing. We judge the value of our com- 
plete advertising plan on number 
of readers reached per dollar rather 
than number of buyers converted 
to our product. We make the easy 
assumption that the more readers 
we attract, the more sales we will 
make. And there is just enough of 
truth in this, in my opinion, to 
mislead us miserably... 


Regardless of economic condi- 
tions, I think it is safe to assume 
that at any given time, in any 
given place, there is only a given 


number of people currently in the 
market for what we have to sell. 
And I believe 
that, until we ac- 
cept that fact, we 
cannot make our 
selling message 
as effective as it 
might be. 

For until we 
accept that fact, 
we will be in- 
clined to weaken 
our selling mes- 
sage with various 
devices intended 
to encompass within our audience 
the greatest number of people pos- 
sible—including the half-inter- 
ested, the mildly interested and the 
completely uninterested. But the 
only people we can hope to sell 
with any degree of assurance are 
the people already interested—the 
people who, through economic im- 
provement or material obsoles- 
cence, are currently in the mar- 
ket. And certainly they are the 
easiest to sell, the most likely 


Walter Weir 


special cases for 


MONSEN 


special cases 


you would normally expect on those ‘‘special’’ cases only. 


attractive, sale-stimulating reading matter. 


East of the, Rockies, it’s Monsen-Chicago af 22 East Illinois Street 
On the West Coast, it’s Monsen-Los Angeles at 928 S. Figueroa Street 


When it comes to setting type for run-of-the-mill advertisements and printed 


pieces—Monsen gives your jobs that extra special attention and service that 


But when you do have one of those special cases—a piece requiring typo- 
graphic ingenuity, imagination and skill, then the full benefit of Monsen’s 
63 years of typographic craftsmanship goes to work for you. It is this added 
skill that results in outstanding, above-average advertisements. 

For these very special cases, Monsen typographic craftsmen have at their 
command one of the nation's largest selections of hand-set and machine-set 


type faces. From these banks of cases Monsen molds your special cases into 
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to be converted to our particuler 
brand. 


= The mail order advertiser selling 
a garden book is not interested 
in reaching apartment dwellers or 
people who live in row houses 
with concrete backyards. The 
mail order advertiser selling q 
truss is interested in reaching only 
the ruptured. He has satisfied 
himself that only the ruptured will 
buy his product, since only the 
ruptured have a need for it. And, 
as a result, he is not afraid of 
long copy; he is not wary of 
purely informative advertising; 
he is not contemptuous of small 
space; and he is not overly in- 
terested in number of readers per 
dollar. He is vitally interested in 
number of returns per dollar— 
and per individual advertisement, 
You can’t sell him on the long- 
run effectiveness of a campaign or 
a campaign theme. 

I think the soap manufacturer, 
the cereal manufacturer, the chew- 
ing gum manufacturer and the cig- 
aret manufacturer squanders his 
money who does not think in simi- 
lar terms. The incidence of pur- 
chase of his particular product may 
be unusually high, but when his 
advertisement appears, all who 
see it—and all who read it—are 
not then in the market for his 
product. It is undoubtedly true, as 
Mr. Brisbane once stated, that 
“repetition builds reputation.” But 
it is also true that the cost of any 
individual advertisement must be 
judged in terms of the number of 
sales it produces—and the more 
sales produced per individual ad- 
vertisement, the cheaper the cost of 
the entire campaign. 


a I think more of the advertise- 
ments we write would produce 
more of the sales we want if, when 
we wrote them and when we 
scheduled them, we thought in 
terms of number of people cur- 
rently in the market—who want 
buying information—rather than 
in terms of number of readers 
reached—who can always be in- 
trigued by entertainment of one 
kind or another. 

In the current market—of high 
demand and exceptional supply— 
in which brand battles brand for 
attention and acceptance, I am 
afraid we incline too much to de- 
pend on the strength of our voice 
rather than on the strength of our 
argument in selling wares. 

Again we think in quantitative 
rather than qualitative terms. We 
think in terms of the number of 
people who will “hear” us rather 
than the number of people who 
will believe us. And here, I think, 
we in advertising have much to 
answer for—and much to question 
ourselves about in the kind of ad- 
vertising that results. 


= I have heard a number of suc- 
cessful advertisers and advertis- 
ing men say that it doesn’t matter 
very much whether people be- 
lieve advertising or not—so long 
as it sells. I have heard others say 
that people don’t expect advertis- 
ing to be completely truthful any- 
way—so why keep claims in_low 
gear? 

I am sorry if I seem to take 
issue with both these points of 


ELIZABETH 


NEW JERSEY 
A Wealthy Famine La yew Product 
ELIZABETH DAILY JOURNAL 


Metropolitan high spot of New Jersey. 
Union County market index 110. 


2. 
2. 
3. Net buying income $500,876,000. 
4. Retail sales $253,677,000. 
ASK FOR ADDITIONAL MARKET FACTS 
d By 
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WARD- GRIFFITH co., | 


Lexington Building. . 


Statler Office Building.......-. 
22 Marietta Street........... 
Russ Building ........--++++- 
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view. I am told you can’t argue 
with sueccess—and that you are un- 
wise if you do. But that is itself 
a statement with which I take is- 
suc. 

’ cannot bring myself to believe 
that a little stretching of the truth 
in advertising is essential to mak- 
ing it more effective sales-wise. 
When truth is so stretched, I think 
you will find it is stretched for one 
of two reasons—or for both: a lack 
of merit in the product, and a lack 
of skill in the writer... 


s I cannot believe that not neces- 
sarily untrue but idle statements 
in advertising contribute either ta 
selling power or to human bet- 
terment—and I am quite con- 
vineced that, in the long run, they 
must inevitably hurt advertising, 
because they must inevitably hurt 
the capacity for belief that men 
developed so slowly and at such 
great cost over the centuries. 

Must a responsible manufacturer 
make the statement about his prod- 
uct that “no other cleanser does 
the job so fast and easy?” And 
how much confidence is built in 
advertising when, in the same pa- 
per, a few pages further on, an- 
other manufacturer makes practic- 
ally the same statement about his 
cleanser? What actually is gained 
when, back to back in a Thursday 
evening newspaper, one advertiser 
states that “No-RINSE SURF NOW 
ACTUALLY GUARANTEES WORLD’S 
CLEANEST WASH” and another states 
that “NO OTHER WASHING PRODUCT 
KNOWN WILL GET CLOTHES CLEANER 
THAN TIDE?” 


w Is the reliability of advertising 
as a shopping guide enhanced by 
such a statement as “JEANNE 
CRAIN, STARRING IN ‘CHEAPER BY 
THE DOZEN,’ HAS STOPPED PAYING 
FANCY PRICES FOR FLOOR WAX?” 
With Jeanne there in bare should- 
ers and a seductive look in her 
eyes, will anybody believe that 
she is even interested in floor 
wax? 

It can be argued, I know, that 
this is simply a device for adding 
interest—it doesn’t really matter 
whether people believe that Jeanne 
Crain has stopped paying fancy 
prices for floor wax or not; the 
important thing is to increase not- 
ing and reading of the advertise- 
ment. 

But I wonder just how much a 
device like this increases respect 
for the product—and for advertis- 
ing in general, in which the ad- 
vertiser is investing in order to 
convince people of the superiority 
of his product and to have them 
believe in that superiority. 


— 


@ I see no reason why, with mod- 
ern research facilities, we need re- 
sort to extraneous devices or ex- 
aggerated claims or weasel words 
in order to make our advertis- 
ing more effective. Every product 
has at least one compelling reason 
why people will buy it—and it 
doesn’t cost too much to find out 
just what this reason is. Whatever 
the cost, it can be deducted from 
the total advertising budget, and 
the remainder made more pro- 
ductive because of it—certainly 
more productive than if the en- 
tire amount is spent blindly. And 
if we uncover this reason, I don’t 
think we need uncover Jeanne 


HAVERHILL 


MASSACHUSETTS 


A Key City Of 50,696 City Zone 
Population Reached By The 


HAVERHILL GAZETTE 


1. World shoe making center. 

. Western Electric Co. manufacturing 
center. 

. Effective merchandising help. 

. Business is in Haverhill. 

REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... 
Wrigley Building.............. 
General Motors Building... oe 
Statler Office iding..... .. BO 
22 Marietta Street..................- ATLA 
Russ MR ei ceccccccsces SAN FRANCISCO 
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Crain to do a successful selling 
job. 

I think we can logically assume 
that if we determine, first, whether 
or not a product at a given price 
is acceptable and, second, just what 
there is about the product that 
will induce most people to buy it 
and, third, if the advertising pre- 
senting that reason is interesting, 
clear and believable, we not only 
can eliminate much of the trivial 
in modern advertising—but can 
eliminate, in addition, a lot of the 
guesswork by which modern ad- 
vertising themes are arrived at. 
And it seems to me high time that 
we were making this five billion 
dollar business of ours a little 
more certain than it is. 


a I believe that if we approached 


advertising on this basis, we would 
automatically find ourselves fo- 
cusing our attention only on those 
people currently in the market for 
our product—either with a recog- 
nized need for it or an unrealized 
want. I think we could have ad- 
vertising respected for what it is— 
a wholly legitimate and economi- 
cally justifiable means of spread- 
ing shopping information among 
buyers. And I am quite sure we 
could make it considerably more 
effective than it is now. 


Names Devine Sales Manager 


Frank Devine has beer ap- 
pointed sales manager for Brad- 
ing’s Capital Brewery Ltd., Ottawa, 
Ont., succeeding W. H. Cox, who 
has been named assistant general 
manager. 


Plan New Florida Station 


Organization of the Imperial 
Broadcasting Corp., Lake Wales, 
Fla., which proposes a 1,000-watt 
radio station there by Nov. 1, 
using call letters WBOK, has been 
completed. Sarkes Tarsian, Bloom- 
ington, Ind., radio station owner, 
was named president. Other of- 
ficers elected are: Steve Keen, 
vice-president, and Boone D. Til- 
lett Jr., secretary-treasurer. 


Meredith Names Kary! Van 

Karyl Van, Better Homes & 
Gardens’ Detroit advertising rep- 
resentative, has been appointed 
assistant advertising director of 
Meredith Publishing Co., Des 
Moines. Mr. Van joined the Mer- 
edith company in 1932 and re- 
mained until 1942, when he joined 
the Army. He returned after his 
discharge in 1946. 


21 
Reitz to Waldie & Briggs 


Alexander E. Reitz, formerly 
with W. B. Doner & Co., has joined 
Waldie & Briggs, Chicago, as pro- 
duction manager. 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income $67,085,000. 
2. Quality of market index 115. 
3. City zone population 47,241. 
4. — cannot be sold from the out- 
e. 


ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented By 


WARD-GRIFFITH CO., INC. 
Park Lexington Building........... néw YORE 
Wrigley Building............-..s0005> CHICAGO 
General Moters Building.............- DETROIT 
Statier Office Building.............-.- BOSTON 
22 Marietta Street................-5. ATLANTA 
Russ Building...............- SAN FRANCISCO 
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Join the more 


> . - 
NATIONAL OFFICES 


Study for 30 seconds this frank scoreboard of 
hits and runs on advertising media. It should 
open your eyes to the surprising advantages of 
Spot Movies (Film Commercials) in theatres. 
than 70 prominent national 


F Media Scoreboard 4 


CLEVELAND: 526 SUPERIORN.E. ¢ 


«ZO Seconds 


THIS SHOULD OPEN YOUR EYES... 


advertisers like Ford, United Fruit, Westing- 
house, Chrysler, and General Baking who are 
cashing in with this medium. Phone or write 


the nearest office of The Movie Ad 


Bureau for more facts today. 


‘ising Bureau 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. © SAN FRANCISCO: 821 MARKET ST. 
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Distribution 
Costs Level Off, 
Alderson Reports 


PHILADELPHIA—The upward 
trend in distribution costs has at 
last been brought to a halt, Wroe 
Alderson of Alderson & Sessions, 
research organization, declares in 
an article on “Distribution Comes 
of Age,” in the June issue of the 
company’s publication, “Cost and 
Profit Outlook.” 

Mr. Alderson also believes that 
the percentage of operating costs 
to sales in distribution establish- 
ments may be expected to level 
off or even show a slight decline 
in the future. 

Data for these statements are 
taken in large part from an analy- 
sis of figures from the 1948 Census 
of Business recently released. 

Mr. Alderson declares that dis- 
tribution facilities are settling into 
a definite pattern and for the first 
time since the Census of Business 
was instituted, no increase in the 
number of retail stores was re- 
corded. This was true in spite of 
a three-fold increase in retail sales 
between 1939 and 1948. 


@ If the structure of retail fa- 
cilities is now set in a definite pat- 
tern, he says, the cost of capacity 
will go down as retail sales in- 
crease. In fact, Mr. Alderson claims 
that the “flow of goods through the 
nation’s retail stores (pictured as 
a single plant) could be increased 
enormously with no basic expan- 
sion in the size of the plant.” 

Only a sharp drop in retail 
prices without a corresponding 
change in wage rates would be re- 
quired to reverse the downward 
trend of the cost of capacity per 
dollar of retail sales. He adds, how- 
ever, that the cost of labor in re- 
tailing may be expected to remain 
stable or drop slightly. 

The analysis of changes by lines 
of retail trade between 1939 and 
1948 discloses some regularities. 
Generally there is no increase 
in the number of employes un- 
less sales at least doubled and no 
increase in the number of retail 
stores unless sales at least tripled. 


= Some of the most basic types 
of retail stores actually declined 
in number. This was true of gro- 
cery stores, drug stores, cigar 
stores, filling stations, department 
stores and general stores. Dry 
goods stores and various types of 
apparel stores remained fairly con- 
stant. Major increases occurred in 
eating and drinking places, variety 
stores, furniture and appliance 
stores, auto dealers, lumber and 
hardware dealers and in luxury 
and semi-luxury lines. Decline in 
numbers was partially offset in 
some fields by increased floor 
space of establishments. 

Mr. Alderson makes three pre- 
dictions: that the total number of 
retail establishments will not in- 
crease, but the distribution by lines 
may vary in accordance with per- 
centage shifts in the disposition 
of personal income; the number of 
workers required will not increase 
faster than increases in the phys- 
ical volume of movement; floor 
space required should increase no 
faster than the basic inventories 
which will provide adequate se- 
lections line by line. 


# In a separate addendum on the 
wholesale trade, Mr. Alderson 
points out that the wholesale trade 
enjoyed an increase of 238% over 
1939, as compared with an increase 
of 211% in the retail trade. 

In spite of the hazards of whole- 
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Mr. Alderson says. On the sur- 
face there seems to have been ag 
slight upward trend in costs as a 
percentage of sales. There seems to 
be no reason to expect a continued 
upward movement, he says, but 
10% may be regarded as the ap. 
proximate ceiling for wholesaling 
costs hereafter. 

Number of employes in whole. 
saling in 1948 was 2,304,093, an 
increase of 45.8% over 1939 and 
substantially less than the increase 
in physical volume handled. 


Department Stores 


Overlooking Infant 
Business: Kleinert's 

New York—Department stores 
are overlooking opportunities for 
increasing the volume of sales in 
their infant departments, accord- 
ing to a study made by the Rus- 
sell W. Allen Co., consultant, for 
Kleinert Rubber Co. 

The study indicated that infants’ 
departments have had the largest 
growth of any store department in 
the past ten years and, barring a 
serious economic decline, may ex- 
pect a high level of business in the 
next few years. 

As an indication of the impor- 
tance of infants’ wear customers 
to the store, the study pointed out 
that 15% of the charge customers 
opened their accounts at the time 
of their first layette purchase. Old 
charge customers spent 25% more 
in the store in the year following 
the first layette purchase than in 
the year preceding it—and 35% 
of the additional purchases were 
of merchandise in other depart- 
ments. 


ws Customers purchasing complete 
layettes, however, comprise only 
1% of the total layette customers. 
The survey report also noted that 
most infants’ departments are 
planned for “behind-the-counter” 
selling, and often are set apart 
physically, thereby sacrificing lo- 
cation and traffic advantages. 

This location problem is doubly 
important because gift buyers are 
the most important customer 
group, and the market is reduced 
by poor location and the relatively 
small opportunity for impulse and 
reminder buying. 

The study also noted that great 
potential profits lie in increasing 
the number of multiple unit sales. 
Currently, only 29% of the custom- 
ers buy two or more different 
items at the same time. 


Signal Expands Outdoor Ads 


Outdoor advertising for Signal 
Oil Co., Los Angeles, in which car- 
toon dramatizations of Signal’s 15- 
year-old copy story, “Go Farther,” 
are featured, is being expanded to 
an additional 89 towns throughout 
the Pacific Coast and will be main- 
tained during the summer travel- 
ing season. Barton A. Stebbins Ad- 
vertising Agency, Los Angeles, 
handles the account. 


Royal Metal Appoints Two 

Royal Metal Mfg. Co., Chicago, 
maker of metal furniture, has 
named William C. Miller, former- 
ly assistant to the advertising man- 
ager of Fairbanks Morse & Co., as 
its advertising manager. Alfred 
E. Siegel, general merchandising 
manager, also assumes the duties 
of sales promotion manager. 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 


We will help you merchandise your campaig® 
in the Sun-Journal to reach the $21,000,000 
effective buying income of New Bern. Test 
your campaign in the New Bern market. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
WARD-GRIFFITH CO., INC. 
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Federal Reserve Figures on Department Store Sales 


WaSHINGTON—Department store 
business during the week ended 
June 3 was 1% better than dollar 
volume for the same week in 1949, 
according to Federal Reserve Board 
reports. 

However, sales were below the 
volume for the same week in 1946, 
1947, and 1948, partly because of 
Memorial Day, which came a week 
earlier in each of the years 1946- 
48. 

The showing this year was re- 
markable primarily because Me- 
morial Day fell on a Tuesday, 
which meant a four-day weekend 
for many shoppers. Last year, with 
Memorial Day on Monday, business 
was back to normal on Tuesday. 

Net result was a small, but def- 
inite, upturn in business during 
May (business during the early 
part of the month was off consider- 
ably from last year). Whether or 


DEPARTMENT STORE 
SALES INDEX. 


1935.39 EQUA 


Week to June 3, ’50*..p262 
Week to June 4, ’49*....259 
Week to May 27, ’50*..283 
Week to May 28, ’49*....275 
Month of April, '50*..p286 
Month of April, ’49*....295 
pPreliminary. 

“Not adjusted seasonally. 


not the rise marks the beginning of 
a broad summer gain will be re- 
solved when figures are in fer the 
weeks ending June 10 and 17, 
when Father’s Day buying made 
itself felt. 

Most impressive feature of the 
current report is the relatively 
uniform picture throughout the 
U. S. Except for minor losses in 
New England, the Middle Atlantic 
states and the Midwest, all Fed- 
eral Reserve districts showed 
strength. Greatest gain among the 
cities was the 23% rise in Louis- 
ville and the largest drop was a 
20% decline in Wichita. 

According to the Department of 
Commerce, sales of service and 
limited-function wholesalers in 
April were $5,113,000,000, as com- 
pared with a total of $5,236,000,000 
in April, 1949. Inventories, how- 
ever, were up from $7,217,000,000 
in April, 1949, to $7,258,000,000 in 
April this year. 

Durable goods volume was up 
from $1,765,000,000 in April last 
year to $1,816,000,000 in April this 
year. Nondurable goods sales were 
off from $3,471,000,000 last year to 
$3,297,000,000 this year. 

% Change from °49 


Week Ended 
May May June 
20 27 3 
UNITED STATES ............. —2 r2 1 
Boston District —s§ -5 —1 
New Haven —7 —5 —10 
Boston _..... —o9 —7 —I1 
Springfield —9 o —6 
Providence _.... —8 -—2 2 
New York District ........ -—-5 —5 0 
ae ae 0 —2 
Buffalo ........... 5 
New York 0 
t 5 
Syracuse 5 
Philadelphia District .. —%7 -—1 —2 
Philadelphia  ..........00:0000 —8 -—-3 -4 
Cleveland District _......... —3 r4 3 
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ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 


THE PEORIA JOURNAL STAR 

1. First metropolitan market in Illinois (ex- 
cept Chicago) 

2. Metropolitan county area pop. 

3. “Best TEST newspaper in U. 


survey. 

4. Per capita income—51% above Nat'l Ave. 
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Park Lexington Building........--- NEW YORK 
Wrigley Building ........- ..CHICAGO 
General Motors Building. . ETROIT 
Statler Office Building..... BOSTON 
22 Marietta Street..........++.+--+5- TLANTA 
uss Building ...........----- FRANCISCO 
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Pittsburg orcccccccecscceseeee 
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Financial PR School Opens 

The 1950 session of the School 
of Financial Public Relations opens 
July 31 on the Chicago campus of 
Northwestern University. It is 
sponsored by the Financial Public 
Relations Association, Chicago. 
The school covers a two-year 
course consisting of two two-week 
resident sessions. 


Allis-Chalmers Ups Mischke 


Floyd J. Mischke has been 
named export manager of the trac- 
tor division of Allis-Chalmers Mfg. 
Co., Milwaukee. He succeeds the 
late M. J. Proud. 


Joins American Brake Shoe 
Duke Sloan, formerly with New 


South Gravure Publishing Corp.,| “s,s 


has been appointed public rela- 


23 


tions assistant in the advertising 
department of American Brake 
Shoe Co., New York. 


PATERSON 


NEW JERSEY 
8rd City In New Jersey Covered With 


THE PATERSON CALL 

In 1949 the Morning Call carried more than 
7,000,000 lines of local advertising. Depart- 
ment Stores and national chain food com- 
panies know, from long experience, the 
people of Paterson read and are influenced 
by their advertising in the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 

on a 4 By 


WARD-GRIFFITH co., 

Park Lexington Building..........- NEW 

Wrigley Building ee 

General Motors Building. . 

Statler Office Building.... 
tta Street 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


N THE EMERGENCY of Atlanta’s 
I crippling transit strike, Rich’s, 
the South’s largest department 
store, used television, with WSB-TV 
as the vehicle, for offering its patrons 
a service unique in merchandising. 

This was the logic: If the cus- 
tomers cannot come to the store, 

. let’s take the store to the customers. 

On the eighth day the busses 
had lain idle in their yards, Rich’s 
television shopping service began. 
WSB-TV cameras were set up in the 
store on the fourth floor of Rich’s 


an emergency .. . a store... 


famous bridge building. Then, in- 
itially, for three hours daily the 
store’s telephone shopping service 
was integrated with a video display 
and demonstration of merchandise. 
This was the idea in its stark sim- 
plicity: “What would you like to 
see? ... telephone us... we'll show 
it to you... . we will deliver it.” 
Rich’s store personnel worked 
with WSB-TV staffers to make the 
program one of the most talked-of 
services ever offered by any depart- 
ment store in America. And sales 
have more than justified the effort. 


Rich’s daily telecasts are being 
continued over WSB-TV for the 
strike’s duration. Already the suc- 
cess of the venture is attested to. 
It is a significant first for Rich’s 
and for WSB-TV. 


and a TELEVISION STATION! 


Important to advertisers inter- 
ested in the great Atlanta market 
should be this factor: When the 
chips were down . . . when an en- 
tirely new approach to customer 
service was needed . . . one of 
America’s really great retail estab- 
lishments ($58,000,000 last year) 
turned exclusively to WSB-TV — 
the Eyes of the South! 


wsb-tv 


. 


Represented by Edw. Petry & Co., Inc. 


ON PEACHTREE STREET 


ATLANTA 
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Critic Takes a Sock 
At ‘The Adams Treatment 

To the Editor: Your standing 
head “Voice of the Advertiser,” 
hardly covers this expression from 
a subscriber who claws out his 
living from the crags and cran- 
nies of commerce with fingernails 
inscribed “PR.” These bleeding 
fingers, however, scribble out this 
revision of the newshead appear- 
ing on Page 48 of the June 5 is- 
sue of AA: 

Want to Write Copy That Smells? 

Understand ‘Simple Miss Adams’ 

Honestly, I’ve been looking for 
a long time for an articulate state- 
ment on What’s Wrong with Ad- 
vertising, and, by God, I believe 
Miss Adams, who is a crafty and 
feral creature and therefore most 
simple, has ended my quest. 


This department is a reader’s forum. Letters are welcome. 


The Adams treatment may have 
sold—and may still be selling— 
but I predict (in the past my 
predictions have proved most sat- 
isfactory, at least to myself) that 
the essential good sense of the 
American housewife—the healthy 
sophistication of females who 
know what they’re about—will 
cause the Miss Adamses of the ad- 
vertising profession to starve most 
horribly, and soon (I hope). 

Barnumism, coupled with con- 
descension and phoney figures on 
consumer attitudes, apparently 
fools nobody today except the peo- 
ple who hire Miss Adams and the 
people who dish out the awards 
for the Women’s Council on Ad- 
vertising Clubs of the Advertising 
Federation of America. 

Me, I’m just a subscriber. My 
wife, she’s just a consumer. I’m 


& 
+ 


Choose the station in Memphis that “advertisers 
who know" choose... WMC. It's the first 


station in one of America's first markets (a 
two billion dollar one, incidentally). Why 


do we say it’s Memphis’ first station? 


EACH YEAR, FOR THE PAST FIFTEEN 
YEARS, WMC HAS CARRIED MORE 
LOCAL, REGIONAL AND 
‘NATIONAL SPOT BUSINESS IN 
TERMS OF DOLLAR VOLUME 
- THAN ANY OTHER RADIO 
STATION IN MEMPHIS. | 


f. 
WAV ANAG 


For more than 
Tl CONSECUTIVE YEARS 
—a “selective” tobacco 
manufacturer has broad- 
cast 52 weeks each 


NBC—S5000 
WATTS—790 


WMCF 260 KW Simultaneously Duplicating AM Schedule 


WMCT First TV Station in Memphis a d the Mid-South 
National Representatives, The Branham Company 
Owned and Operated by The Commercial Appeal 


scared to death of what might hap- 
pen if she read “Want to Write 
Copy,” etc. 
L. L. CAVANAUGH, 
Chicago. 


Simple Simon Needs Help 

To the Editor: In the Bea Adams 
article in AA June 5, Bea tells us 
that the ad with the Strangler 
Lewis clinch outpulled the ad with 
the Eskimo nose rub by 50% in 
a split-run test. She concludes 
that the former is therefore the 
more powerful ad. 

From this corner, it looks like 
the ad with the subtle approach 
had a lot more appeal. It drew 
66-2/3% as many returns as the 
other ad, despite the fact that it 
did not ask “Mrs. Simon” to send 
for free bottle and it was not 
keyed like the other ad. 

Maybe Bea could throw a little 
light on this point for us “Simple 
Simons” in the agency business. 

MARK TABER, 
Chicago. 


TV Copy’s Superlatives 
Bump Into Trouble 


To the Editor: Here is an ob- 
ject lesson in why it doesn’t pay 
to use’ superlatives — especially 
when they are not justified. 

Muntz placed a two-column ad 
in a number of newspapers calling 
its line “lowest-priced nationally 
— television in all Amer- 
ca ” 

In the Cleveland Plain Dealer 
the ad ran right next to a six- 
column spread for the new Meck 
low-price line, in which every 
comparable unit is $20 lower than 
the Muntz set. In addition, the 
Meck price includes one year free 
service and a one-year warranty 
on all parts, neither of which is 
mentioned in the Muntz ad. 

PHILIP LESLY, 

The Philip Lesly Co., Chicago. 


Conversation Piece 

To the Editor: The enclosed 
clipping from a full-page ad for a 
reducing preparation here con- 
tained this picture and caption. As 
captions go, I thought this one set 


‘EAT MYNEX ee 


a new mark, and, perhaps a new 
style, in the stream-of-con- 
sciousness technique. 
WILLIAM A. FREASE, 
Richard L. Grossman, Adver- 
tising, Canton, O. 


AA Accused of Classic Job 
of Nonfactual Reporting 

To the Editor: As an example 
of the pulling power of ADVERTIS- 
ING AGE you may be interested to 
learn that thus far, as a result of 
the article appearing on Page 55 
of your May 15 issue, we have re- 
ceived two additional inquiries 
from publications interested in our 
P. I. (per inquiry) arrangement on 


oe 


“Your Dream Home.” 

These results are noteworthy in 
view of the fact that the article is 
a classic example of non-factual 
reporting in which the writer’s 
imagination is allowed to run 
rampant. It had been my impres- 
sion that ADVERTISING AGE was the 
kind of publication that would ad- 
mit its inability to get the facts, 
rather than allow one of its writers 
to pull wild statements out of the 
blue sky. 

As for the remarks that were in- 
tended to be derisive of P. I. ar- 
rangements, we would like you to 
name the magazine that did not 
start this way. We will check it 
against our records. 

You will be interested to know 
that, from the publications that 
used such a plan, at least one is 
now on our list as a prominent ad- 
vertising medium. 

Incidentally, we are interested 
to learn for the first time the 
amount of money we are spend- 
ing for radio and publication ad- 
vertising, even though these a- 
mounts are qualified by an 
“abou 99 

.  Epwarp A. Fatasca, 

Advertising Department, Wm. 

H. Wise & Co., New York. 

Mr. Falasca objects to the lan- 
guage of the quotations attributed 
to him; AA’s writer—an exper- 
ienced reporter—says the quotes 
are as Falasca gave them to him. 
The expenditures which Mr. Fal- 
asca is “interested to learn” are 
drawn from the Standard Adver- 
tising Register, to whom they are 
supplied by the Wise company. Mr. 
Falasca concedes, after writing his 
letter, that magazines have started 
without per inquiry deals——as 
many a publisher will gladly at- 
test. The American Newspaper 
Publishers Association has _ re- 
ceived no notification from pub- 
lishers that they are accepting the 
deal to which he refers. The only 
factual error AA has been able to 
nail down was an error in spelling 
Mr. Falasca’s name, for which we 
apologize. 


Says ‘Packaged Tire’ Copy 
Is Sate for Creative Man 

To the Editor: We noted with 
interest the comments in a letter 
from Edward A. Poor to The Crea- 
tive Man (AA, May 15) regarding 
our “Packaged” advertisement. 

One thing is sure, and that is, 
The Creative Man would not be 
sticking his neck out if he were 
to uphold the merits of our current 
packaged tire campaign. To back 
up this statement, we have at- 
tached a copy of an article re- 
printed from Rubber Age, March, 
1950, entitled “The Effect of At- 
mospheric Ozone on Tires During 
Storage,” and also a copy of a 
broadside which was sent to all 
our dealers explaining the effect 
of ozone on unwrapped tires. 

As you can see from the at- 
tached article and broadside, a tire 
can be completely ruined because 
of atmospheric conditions before 
it is ever placed on the wheel of 
your car. 

The fact that we package all 
of our passenger tires is merely 
an indication of our desire to make 
certain that every purchaser of a 
Lee tire receives all the extra 
value, mileage and service built 
into the tire. 

We feel sure that after reading 
the attachments you, too, will be- 
come an enthusiastic Lee tire user. 

: B. HERBERT LEE, 
Advertising Manager, Lee Tire 
: Rubber Co., Conshohocken, 

a. 


Three Agencies Handle 
British Fair Advertising 

To the Editor:.-My attention has 
been drawn to an article appear- 
ing on Page 28 of your issue of 
Feb. 27, 1950. The article deals 
with the British Industries Fair 


advertising. Our attention was 
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drawn to this article by somebody 
who knew some of the facts and 
who was very much concerned at 
a completely inaccurate statement 
- the last paragraph of the arti- 

e. 

It would appear that the infor- 
mation on which the article was 
based was provided by Mr. Ogilvy. 
While he presumably is not in a 
position to be very precise as to 
what is being done in territories 
other than the U. S. A., it does 
seem surprising that he should, ap. 


GEORGE SHAW 


2nd Call for a slice 
of $4,134 in 
East Liverpool, Ohio 


In this space on May first, I 
invited you to dine on $4,134, 
This is the second call. Here 
you can sell just about any- 
thing from a mousetrap to a 
farm tractor, from a spool of 
thread to a $3,000 car. 


Family buying power 
averages $4,134 


Our total estimated retail 
sales in 1949 topped $36,000,- 
000. Unlike many other mar- 
kets, the family purse here is 
filled by one, two, three and 
often four members of the 
same family. This is the cen- 
ter and circumference of the 
pottery world. Six huge 
plants are running week in 
and week out to satisfy the 
demands of millions of con- 
sumers in all parts of the 
world. Then we have a lot of 
prosperous farmers and 
many other manufacturing 
plants. 


Cost of test very low 
Every day over 16,000 copies 
of the East Liverpool Review 
roll off our presses, now . 
housed in a new $750,000 
plant — one of the finest in 
America. Our rates are still 
low — only 7c a line. So, if 
you have anything for sale, 
my time is your time. 


Our 7 Papers 
© CANTON (OHIO) REPOSITORY 
© STEUBENVILLE (OHIO) HERALD-STAR 
© SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 

* MARION (OHIO) STAR 
© EAST LIVERPOOL (OHIO) REVIEW 
© PORTSMOUTH (OHIO) TIMES 
¢ SALEM (OHIO) NEWS 
These 4 represented by 
John W. Cullen Company 
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parently, be ignorant that there 
are two other agencies concerned 
with the advertising of the British 
Industries Fair. Their names and 
addresses are as follows: Messrs. 
Rumble, Crowther & Nicholas Ltd., 
184 Strand, W. C. 2., and the British 
Export Trade Advertising Corp. 
Ltd., Premier House, Dover Street, 
W. 1. 

The appropriation for the ter- 
ritories other than the U. S. A. is 
greater than that for the U. S. A., 
and owing to the number of lan- 
guages to be used, it has complexi- 


} ties and problems of its own. No 


advertising of any consequence is 
placed by British consulates nor 
has it ever been so placed either 
in the U. S. A. or elsewhere since 
the Fair was restarted in 1947. 

R. STANHOPE-PALMER, 
Managing Director, British 
Export Trade Advertising 
Corp., London, England. 

The paragraph to which Mr. 
Stanhope-Palmer objects asserted 
that Hewitt, Ogilvy, Benson & Ma- 
ther “is the only advertising agency 
handling promotion of the fair,” 
and added: “In other countries, 
the British consulates are placing 
advertising as they have in the 
past.” David Ogilvy, partner of 
Hewitt, Ogilvy, Benson & Mather, 
was AA’s source, as Mr. Stanhope- 
Palmer surm’'ses, At this date, Mr. 
Ogilvy is unable to recall whether 
he gave our reporter an erroneous 
impression as to the BIF advertis- 
ing abroad, or whether AA’s writer 
misunderstood him. 


Studio's Moving Notice 
So'ves Two Problems 

To the Editor: We are a creative 
advertising art studio, moving to 
new quarters, and as such think 
you might be interested to see how 


 sigman and associates | 


we solved a dual problem... what 
to do with our old stationery and 
what to do for an announcement. 
JAMES S. SIGMAN, 
Sigman & Associates, Chicago. 


Helps Editor's Working Day 
To the Editor: It occurred to 
me you might find some interest in 
our new rate card—probably the 
smallest in the field and yet com- 
prehensive in our particular 
sphere. You will note it includes a 
contract form and layout sheet in 
addition to the usual information 
embraced in such cards. Might this 
Suggest a story on rate cards? 
Having been an editor myself 
for a great many years (ex-ed-in- 
chief of The Billboard) and still at 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan’s Key 
Cities over 58,000 population. 
2. Buying center for the Thumb and River 
District. 
3. Diversified Industry and Farming. 


SEND FOR OUR PORT HURON MARKET FOLDER 
WARD-GRIFFITH CO., INC. 
Park w YOR 
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SEND FOR OUR CITY ZONE POPULATION FOLDER 


it for other publications, I know 
you will not mind getting a heap of 
praise for the job you people are 
doing for advertising. Complaints 
and bitter criticism of publications 
are part of the working day for any 
editor, but I think there is too lit- 
tle desire on the part of readers to 
encourage editors for what is often 
a thankless job except that of per- 
sonal satisfaction. For example, 
your Available Market Data issue 
must have been a back-breaking 
job; I myself count it as the finest 
example of business paper service 
that I have ever encountered, and 
I have been accustomed to direc- 
tory issues. 
LEONARD TRAUBE, 
Editor, Fairs & Expositions, 
New York. 


Tobacco Men Issue Analysis 
on State Unfair Sales Acts 


The National Association of To- 
bacco Distributors, New York, has 
prepared an analysis of state legis- 
lation prohibiting sales below cost. 
Entitled “The History and Devel- 
opment of State Unfair Sales Acts 
and Their Justification,” the pub- 
lication covers the following sub- 
jects: Problems of unfair competi- 
tion; history of sales below cost 
legislation; economic justification; 
legal aspects of unfair sales acts, 
and unfair cigaret sales acts. Also 
included is a digest of state unfair 
sales laws. 


Fair Traders Send Beschares 
Get $10,000 Contribution 


The Bureau of Education on Fair 
Trade has distributed 6,000 copies 


of a brochure containing informa- 
tion described as “the latest avail- 
able research data showing that 
voluntary fair trade laws operate 
in the interest of consumer, dis- 
tributor and manufacturer,” to 
publishers, editors and chief edi- 
torial writers. 

An appropriation of $10,000 was 
voted by the board of directors of 
the National Association of Chain 
Drug Stores as a contribution to 
the program of the bureau through 
June, 1951, in order to “develop 
public support for voluntary fair 
trade laws.” 


‘Press’ Appoints Ardizone 
Arthur W. Ardizone, formerly in 
the advertising office of Scripps- 
Howard Newspapers in New Sore, 
has been appointed manager 0. 
general advertising of the Cleve- 
land Press. He succeeds S. J. Di- 
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lenschneider, who has been named 
advertising director of the Colum- 
bus Citizen, also a Scripps-Howard 
paper. 


PORTSMOUTH 


VIRGINIA 


A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,310 
Effective buying income $105,170,000 
City circulation coverage 112% 

An ideal test market for your product 
WE WILL COOPERATE—ASK FOR INFORMATION 
. 4 By 


Pp 


WARD-GRIFFITH CO., INC. 
Park Lexington Building 
Wrigley Building ..........ccceceecees 
General Motors Building 
uildi 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


CHAIN 
Safeway * 
Kroger 
Red Ow! 
Jewel 
Albers 
First National 
Grand Union 


Colonial 


NATIONAL OR SECTIONAL COVERAGE 
Family Circle’s cash-and-carry circulation is available as a 
national unit or in any combination of 15 sectional editions. 


*Six editions: California, Northwest, Mountain, Midwest, 
W asbington-Richmond, New York. 


CIRCULATION 


STORES GUARANTEE 
2,233 960,000 
2,207 400,000 

674 55,000 
152 50,000 
5I 25,000 
1,097 000 
295 
298 


wee ee 


, Sremenler you! 


M IGHTY fine feeling to be back in the o-l-d h-o-m-e town 
again. Corner stores you know so well. Schools you used to 
dread. Streets that wind the same. And people you'd almost 
forgotten—why it’s Red’s mother! 


“I declare! I remember you. You're Freckles, the same little 
Freckles who tied a can to MacDougal’s cat.” 


Not that! 


Ob, no! 


Please, Red’s mother! 


“,..a skinny little book.” 


“,.. sort of spotty coverage.” 


Not today—Family Circle is sold across the nation in 10 
of the top grocery chains in counties accounting for 85% 


of all food and retail sales! 


Say—why don’t we have lunch together? There’s so much 
to discuss about Family Circle and the o-l-d h-o-m-e town. 
Our phone number is; LUxemburg 2-1900 in New York; 
RAndolph 6-0828 in Chicago; DOuglas 2-6256 in San 
Francisco. 


“, . «filled Arbuckle’s pickle barrel with rotten eggs.” 


_",.. recited Lincoln's Gettysburg Address at commencement.” 


FAMILY CIRCLE knows exactly how Freckles feels. We've come 
a long way, too, in the past several years and it is downright 
startling to meet an advertiser who recalls: 

“Family Circle . . . groceries give ‘em away by the thousands.” 
Not today—we SELL 2,100,000 copies ABC every month! 


Not today—averages 120 pages an issuel 
“,.. Only a few pages of advertising.” 


Not today—revenue totals $2,052,000 for the first six 
months of 1950, up 32% over last year! 


NEW YORK ’> 
CHICAGO 0” 
SAN FRANCISCO 
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Smith Publishing Names 2 


W. R. C. Smith Publishing Co., 
Atlanta, has named Rodman Han- 
son, formerly with Haire Publish- 
ing Co., to represent its Textile 
Industries in Philadelphia. W. Clif- 
ford Rutland, formerly assistant 
business manager of Textile In- 
dustries, will represent all six 
Smith publications in North Caro- 
lina, South Carolina and Virginia. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$112,455,000 Effective buying income 

$94,083,000 Retail Sales 

Quality of market index 108 

Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


By 
WARD-GRIFFITH CO., INC. 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Theater Owners May 
Outbid TV Stations 
for Shows: McDonald 


Cuicaco—lIf television manufac- 
turers and broadcasters continue 
to oppose phonevision, motion pic- 
ture theaters may have exclusive 
rights to outstanding baseball 
games and legitimate theater of- 
ferings within a year, according 
to E. F. McDonald, president of 
Zenith Radio Corp. 

Mr. McDonald outlined his views 
in a letter to the Columbia Broad- 
easting System. The letter was 
made public by Zenith’s president. 

He said he did not oppose theater 
television, but argued that impor- 
tant events should be carried to 
homes as well as theaters. How- 
ever, he maintained that if adver- 
tisers have to bid against movie 
houses for rights to such showings, 
they would inevitably lose to the 
theater Owners. 


He also attacked an organiza- 
tion composed of theater owners 
for proposing that its members co- 
operate in bidding important pro- 
grams away from video broad- 
casters. 

Mr. McDonald proposed phone- 
vision as a method for assuring 
that outstanding events continue 
to be available to the home view- 
ing audience. He said that the 
only way in which broadcasters 
could hope to continue airing such 
events is through the adoption of 
phonevision. 


Richard Manville Moves 


Richard Manville Research, con- 
sultant on advertising and re- 
search, has moved its research and 
contest divisions to new and larger 
—- at 225 Park Ave., New 

ork. 


To Farson, Huff & Northlich 


Farson, Huff & Northlich, Cin- 
cinnati, has been appointed to 
handle the advertising of R. 
LeBlond Machine Tool Co. 


Footnotes 


L——— By G. D. CRAIN JR. 


The Off-the-Street Club, the 
Chicago west side club for boys 
and girls, celebrated its 50th an- 
niversary June 14, and it was a 
news story for advertising men 
and women because the club has 
been the favorite charity of the 
Chicago Federated Advertising 
Club and other Chicago advertis- 
ing organizations during all of its 
half century of service. 

The significance to other adver- 
tising clubs is that the idea of pub- 
lic service work, in which all of 
the promotional talents of adver- 
tising people may be used to ad- 
vantage, is more widely accepted 
today than ever before. On the na- 
tional level the idea is executed 
iby the Advertising Council; on the 


K.|local basis it can be interpreted 


by advertising clubs in terms of 


IT'S EASY WITH 
THE 


RIGHT COMBINATION 


in two newspapers ae 
tion strides in a billion an 


a saving of |3c per line. 


1940 Combined Daily 


Advertisers who want to paint the town "read" with their 
sales messages will find the two Memphis newspapers an un- 
beatable combination for results in Memphis and the Memphis 
Market, Your product will move more rapidly when advertised 
forward with outstanding circula- 
one-half dollar market. Use BOTH 
The Commercial Appeal and Memphis Press-Scimitar, at an 
optional daily combination rate of 55c per line, representing 


TOTAL INCREASE 


TOTAL INCREASE 


1950 Combined Daily... 


1940 Sunday Commercial Appeal..147,778 
1950 Sunday Commercial Appeal..244,096 


207,904 
Rae. 327,116 ( 57.3% 
Increase 

119,212 
65.2%, 
Increase 


96,318 


Source... A.B.C. Audit Reports, March 31, 1940, 1950 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEA 


Scripps-Howard Newspapers 
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helping established institutions or 
adopting new projects as the spe. 
cial responsibility of the spon. 
soring club. 

The usefulness of the Off-the. 
Street Club as a service project 
especially sponsored by advertig. 
ing interests in Chicago is now go 
widely recognized that the club 
is planning to produce a ten-min. 
ute sound-color movie, which wil] 
be available to other advertising 
groups as a means of informing 
them as to just how the club op. 
erates and just how advertising 
people are tied into all its actiy. 
ities. - 


a O. A. “Dutch” Feldon, Chicago 
publishers’ representative, is presi- 
dent of the club, and his associates 
include many of the leaders of 
Chicago advertising. William T, 
White, head of Wieboldt’s depart- 
ment store advertising, and former 
president of the CFAC, is a direc- 
tor, as is Harlow P. Roberts, agen- 
cy man, now president of the ad- 
vertising club. Wesley I. Nunn, 
advertising director of Standard 
Oil (Indiana), is a vice-president, 
and M. Glen Miller, agency head, 
is secretary. 

Homer Buckley, dean of direct 
mail advertising; George R. Cain, 
public relations man and former 
advertising director of Swift & 
Co.; George Hartman, well-known 
agency head; Lloyd Maxwell, of 
Roche, Williams & Cleary; Burr 
L. Robbins, executive vice-presi- 
dent of GOA; John H. Platt, 
Kraft’s vice-president in charge of 
advertising and public relations; 
David Zipprodt, well-known in the 
advertising display field, and a 
former CFAC president; and H. K. 
Clark and F. E. M. Cole, publish- 
ers’ representatives, are typical 
board members. 


s Expansion of the club’s activ- 
ities is evidence of the success of 
these advertising men and their 
associates in promoting the Off- 
the-Street Club. A branch is to 
be established in West Chicago, 
and a summer camp at Wheaton, 
Ill., operated under the name of 
the Mark Twain Adventure Camp 
(a nice advertising touch), is be- 
ing enlarged through a special 
fund-raising drive of CFAC, which 
always runs its Christmas party 
as a benefit for the club. 

In celebrating its half century of 
service, the Off-the-Street Club 
and its managing director, Au- 
guste Mathieu, asked ADVERTISING 
AGE to say “Thank you!” to the 
hosts of Chicago advertising peo- 
ple who have made possible its 
growth and success in serving un- 
der-privileged children. 


Scott Appoints Lindsay 


Lindsay Advertising Agency, 
New Haven, Conn., has_ been 
named to handle advertising and 
publicity of Walter Scott Co., New 
York, national distributor of Vent- 
O-Sole. The product, a woven plas- 
tic inner sole, used by soldiers 
during the war to keep their feet 
dry, is now being made for civilian 
use. Advertising will include trade 
publications and magazines. 


Bowers to Perfection Stove . 


Gerald G. Bowers, formerly with 
Brad-Wright-Smith Advertising 
Agency, Cleveland, has _ been 
named to the copy writing staff of 
Perfection Stove Co., Cleveland. 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Reached By The 
The Evening & Sunday Telegram 
A modern industrial city, largest east of 
Raleigh and north of Wilmington, offering 
a field rich in Agriculture, Manufacturing, 

Tobacco Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... 
Wrigley Building 

General Motors Building 
pg TR oy Building 
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Poutiac, SweetHeart, 
High in New Britain 
Blu-White Ads Score 


New YorkK—Two national and 
six local ads in the April 21 issue 
of the Herald, New Britain, Conn., 
ranked—on the basis of reader- 
ship per cent scores—among the 
10 highest scoring ads measured so 
far in those classifications in the 
Advertising Research Foundation’s 
Continuing Study of Newspaper 
Reading. 

The issue surveyed was a 36- 
page Friday evening newspaper. 
Advertising linage totaled 56,827, 
a figure placing the ratio of ad- 
vertising to news-editorial-feature 
content at 67 to 33. 

ARF said one national and five 
local ads in the issue placed among 
the ten all-study index leaders in 
their respective categories on the 
basis of the size-equaling index, 
which takes into consideration the 
size of an ad as well as its per cent 
score. Two of the five local ads 
appeared on both the per cent and 
index lists. 


s National advertising figures for 
the issue follow: 

“General Motors’ 830-line ad for 
Pontiac scored men-44% and 
women-19%, giving it a four-way 
tie for seventh place on the all- 
study percentage list of leaders in 
the automotive category. It also 
topped the list of men’s highest 
scoring national ads in the issue 
and placed second on the women’s 
list. 

“A 1,050-line ad announcing a 
l¢ sale for SweetHeart soap and 
Blu-White Flakes was read by 
28% of the men and 44% of the 
women, giving it third place among 
all-study percentage leaders in the 
groceries-soaps and cleansers cate- 
gory. This ad also placed first on 
the women’s and third on the 
men’s lists of highest scoring na- 
tional advertisements in the sur- 
veyed issue.” 


= Of local advertising figures, 
ARF reported: 

“Institutional in nature, a Trum- 
ble Motors’ 616-line ad attained a 
score of men-54% and women- 
46%, placing it third on the men’s 
list of all local automotive adver- 
tisements studied to date... 

“A full-page advertisement for 
Andrews’ furniture store scored 
men-39% and women 60%, plac- 


MAKE SALES 


We will help you make sales 
in a few wealthy selected 


_markets. Ask us for infor- 


mation about those markets 
and their newspapers which 
we represent in the follow- 
ing states: 


FLORIDA NEW JERSEY 
GEORGIA NORTH CAROLINA 
IDAHO OREGON 
ILLINOIS PENNSYLVANIA 
INDIANA RHODE ISLAND 
MASSACHUSETTS § SOUTH CAROLINA 
MICHIGAN VIRGINIA 
MINNESOTA WEST VIRGINIA 
NEBRASKA WISCONSIN 
CANADA 


We maintain a well balanced, 
efficient sales organization of- 
fering a top flight, nationwide 
national advertising selling 
service. 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... 
Wrigley Building 
General Motors Building... 
Statler Office Building..... 
BB Marietta Gtrest ............ece00s 
Russ Building................ 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


ing it sixth on the women’s all 
study list of highest scoring ad- 
vertisements in the furniture and 
household category for all studies 
to date.” 


‘Iron Age’ Shows Steel 
Capacity Still Growing 


A survey just completed by the 
Iron Age reveals that American 
steel companies are adding more 
than 2,000,000 tons to their annual 
ingot capacity this year, and that 
an additional increase of 1,790,000 


tons is already under way for 1951. 

These increases, approximating 
4,000,000 tons for the two-year 
period, the Iron Age says, mean 
“that in the six years following 
the war the steel industry will have 
added more than 11,000,000 tons 
to its steel making capacity.” 


Lau Blower Promotes Byrd 


Thomas I. Byrd has been pro- 
moted from sales manager to vice- 
president in charge of sales of Lau 
Blower Co., Dayton, maker of 
furnace blowers. 


Aldon Appoints Alderman 


Lee D. Alderman has been ap- 
pointed account executive in 
charge of local retail advertising 
of Bruce Aldon Associates, Roches- 
ter, N. Y. He formerly edited the 
house organ of the Rochester But- 
ton Co. 


Macdonald Pomoted to V. P. 

A. Angus Macdonald, account 
executive of Industrial Advertis- 
ing Agency, Toronto, for three 
years, has been named a vice-pres- 
ident and a director of the agency. 
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Todd Heads Dreher Copy 


William T. Todd, formerly copy 
director of Geyer, Newell & Gan- 
ger, and before that vice-president 
in charge of copy at Lennen & 
Mitchell, has been appointed copy 
.director of Monroe F. Dreher Inc., 
New York. 


Primatic Art to Shrager 

Primatic Art Co., Rumson, N. J., 
has named John Shrager Inc., New 
York, to handle its national adver- 
tising in magazines and newspa- 
pers. 


CHICAGO 
SHOW 


| prinrino COMPANY « 2639 NORTH 


... And. upp go sales. | 


% When we print your ad on “self-stik”’ 
MystTIK, it’s ready to be put up with a touch 
That means more point-of-sale advertising . . . 
less waste. And Mystik gets the best spots .. . 
cash registers, counter tops and fronts, store 
doors or right on your product. 


We will print and die-cut Myst1k to give you 
attractive and useful point-of-sale plaques, shelf 
strips, two-way door signs, product identification 
and price labels, can and bottle holder plaques 


and projection displays. 


MystTIK is just part of CHIcaco SHow Printing 
Company’s full line of point-of-sale services anc’ 
merchandising aids from a creative art department 
to complete facilities for printing, lithographing 


and distribution. 
FREE—Write for sample and 


new book, 


“39 Ways to Use MYSTIK.”’ Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 
Advertising 


KILDARE e CHICAGO 39,1LLINOISe¢ IN NEW YORK 1775 BROADWAY 
OFFICES IN PRINCIPAL CITIES 
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The Golden Rule makes golden profits 


. 


with At Home Week’ 


PIRI 


"HOW-TO" TV PROGRAM, reflecting BH&G's editorial content, helped to GROCERY DEPT. WENT TO TOWN, with six continuous demonstrations. CAMBRIDGE GLASS—and other BH&G advertisers—held demonsire- 
promote “At Home Week.” Sales increase: 14%. tions in Glass & China Dept. Sales up, of course. 


~ wes a 


GARDEN WINDOW DISPLAY spotlighted Toro power mower, Vigoro and WINDOW DISPLAY, with blow-up of BH&G cover, featured Bigelow's 23 WINDOW DISPLAYS included this one featuring Bates bedspread 
Scott's "Weed & Feed” —all BH&G-advertised. handsome new Carillon patterns. and Pepperell sheets. 


og i Sea 3 


4 MODEL ROOMS tied in with April BH&G editorial, “Color Schemes— GOLDEN RULE’S MAIN FLOOR, decorated for “At Home Week.” Cos- MARGARET MEREDITH, of Columbia Mills, conducted decorating clink 
Personally yours.” Furniture Dept, traffic: over 8,000 daily. metics Dept. (lower left) enjoyed 25% sales increase. that packed ‘em in. 
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Spcnsored by Better Homes & Gardens—the magazine of greatest home infivence 
in 1949, The Golden Rule of St. Paul staged its first "At Home Week” 

in cooperation with Better Homes & Gardens. 

So successful was the promotion that the store asked to repeat it this year, starting 
April 17th: BH&G obliged—and the editorial and advertising pages of the 
! magazine itself suggested many of the events (just as they did for eight 
other leading stores that held similar promotions this spring). 
Cooking schools, decorating clinics, slip cover clinics, garden clinics 
} and manufacturers’ demonstrations attracted capacity crowds to 
The Golden Rule—resulting in sharp sales increases. 

Here’s another case history that proves again the local impact 
of Better Homes & Gardens—and the buying activity 
of its 3,500,000 readers. 


America's £* Rint of Sale 


A SCREENED MARKET oF more THAN 3,500,000 BETTER FAMILIES 
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THE GOLDEN RULE BOX SCORE 


This kind of local merchandising for BH&G-advertised products pays off ! 


No. of BH&G-advertised products featured..... 405 
No. of window displays. ...........+.sse005 23 
RS id, si caduiny ac ciiesesvi 85 
Newspaper ad linage..........+++eeeeeee0++2649P 
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American Medical Association Tells 
Plans to Invest $1,110,000 for Advertising 


CuIcaco—The American Med- 
ical Association’s board of trustees 
has put its stamp of approval on 
a $1,110,000 ad campaign against 
compulsory health insurance. The 
promotion will get under way in 
October. 

Of the $1,110,000 total, $560,- 
000 is allocated to newspapers, 
$300,000 to radio and $250,000 to 
magazines and business papers. 

The newspaper list includes 
every “bona fide” daily and weekly 
newspaper in the U.S.—a total of 
about 11,000—and copy is sched- 
uled to run during the week of Oct. 
8. 

Included on the schedule are pa- 
pers in Hawaii and Alaska. Inser- 
tions in all papers probably will 
“approximate 70” (probably 
5x14”).” 

About 30 magazines and a score 
of trade publications will be used. 

An intensive spot announcement 
campaign on some 300 stations in 


AMOUS 
i 


In 1887 Heinrich Hertz first 

proved that electromag- 

netic waves could be sent 
through space. 


Blair-TV Inc. was the first 
exclusive representative of 
television stations. The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation. 


every state and Hawaii and Alaska 
also will break at the same time. 


ws Whitaker & Baxter, public rela- 
tions counsel handling the drive, 
insists that the promotion is not 
institutional advertising. Copy will 
be positive in approach, boosting 
the voluntary health insurance 
plans, it said last week. 
“Advertising copy,” Whitaker & 
Baxter explained, “will be de- 
signed to make the American peo- 


ple health insurance conscious and 
to encourage the extension and de- 
velopment of prepaid medical and 
hospital care as a means of taking 
the economic shock out of illness. 

“Second, American medicine is 
determined to alert the American 
people to the danger of socialized 
medicine and to the threatening 
trend toward state socialism in this 
country.” 

Lockwood-Shackelford Adver- 
tising Agency will handle the 
newspaper and magazine portions 
of the campaign, with Homer J. 
Buckley & Associates | affiliated 
with them. 


Russel M. Seeds Co. has been 
named to direct the radio portion, 
in association with Harry M. Frost 
Co. All the agencies, except Frost, 
of Boston, have offices here. 


H. Ferris White Promoted 


H. Ferris White Jr. has been ad- 
vanced to manager of business 
planning for the central region of 
Booz, Allen & Hamilton, Chicago, 
management consulting concern. 
Prior to joining the company in 
1948, he was manager of the pri- 
vate label division of Curtiss Can- 
dy Co. Previously Mr. White was 
president of Whiteway Bakeries, 


which was sold to Curtiss in 1943.|N 
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Toolkratt Names Shenton 


K. C. Shenton Advertising Sery-. 
ice, Hartford, Conn., has been re. 
tained to handle the advertisi 
of Toolkraft Corp., Springfield 
Mass., manufacturer of Darra. 
James home workshop power tools, 
accessories and motors. Businegs 
papers, newspapers, magazines and 
direct mail will be used. 


Joins Farquhar & Bair 


Jay C. Anderson, formerly with 
Designers & Research Inc., New 
York, has been appointed assist- 
ant art director of Farquhar & 
aoe Advertising Agency, Utica, 
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both mills. display material and consumer 
ory. Tho: Boosts Best to A. M. Fe ce. —_— Water sto Handle Scheduled to run from Sept. 15} booklets, backed with trade pub- 
re- Emil G. Best, sales promotion : N H Dri through December, the national} lication advertising. 
si manager of Thor Corp., Chicago, Rexall Starts Mystery ew Hosier Y ve program is the first planned by| Drexel hosiery for men and 
eld has been he ted advertising | “ws” De Drexel Nam Drexel Hosiery, the name under|women will be sold exclusively 
> t——. whe has Sioned. Priot toca tae caaten” gy pe Bae Under xe e which both lines will appear. Space|through wholesalers. Vick & 
pn b joining Thor in May, 1949, he|run under the auspices of Rexall} New Yorx—Norman D. Waters|will range from one-eighth of a| Weyde, New York, is the selling 
and was advertising manager of the|Drug Co., Los Angeles. Time for|& Associates has been named by|page to a full page in these maga-| agent. 
cial accounts division of Ekco/the 30-minute NBC program waS|prexel Hosiery Co. of Drexel, N.C.,|zines: Collier’s, Glamour, Ladies 
Products Co., Chicago. bought through Batten, Barton,| .nufacturer of men’s socks, and|Home Journal, Life, Motion Pic-|Ford Dealers Present 
Dusstine & Osborn. Phil — wo _~ the Morganton Full Fashioned Ho-| ture, Movieland, Movie Story, Real| Double Feature on TV 
Pioneer Appoints Turck Rexall (NBC) Font oe ~ siery Mills of Morganton, N. C.,| Romances, Real Story, The Satur-| New Yorkers will get a _ full 
vith | Lioyd E. Turck, for 25 years with Rexall ( manufacturer of women’s stock-|day Evening Post, Sport andl evening of movies on television 
i estern Newspaper Union, the last ings, to handle a joint national ad-| Vogue. over - starting June 
sist = of which he served as Port-|Baer Agency Names Johnston pes Wend ae in 13 maga-| The campaign will be supported| through the courtesy of the Ford 
. t | land, Ore. branch manager, has) Joe W. Johnston has been ap- zines this fall. R. O. Huffman of|by a program of dealer helps, in-| Dealers Association. The evening's 
“® } been named general manager and|pointed an account executive of M ton, N. C, is president of|cluding newspaper mat service, | fate will include a J. Arthur Rank 
member of the board of directors|S. C. Baer Co., Cincinnati agency.| Morganton, N. ©., P film, not previously seen on video, 
a . a western, a comedy short and a 
sports newsreel. 
WOR-TYV, which hitherto has not 
Sal been on the air on Mondays, will 
—_— | sign on at 7:30 p.m. EDT, for 
Y “Ford Movie Night.” Time, ap- 
‘ roximately three hours, was 
y is es, ought through J. Walter Thomp- 
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om The Flexibility Of 


Seudais Magazine You 
For Mass Selling In Single Markets 


help you blast lotee#ales'in a dammed-up market 
PICTORIAL REVIEW. PICTORIAL REVIEW is the one 
Sunday Magazine with a flexibility that permits 
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TORIAL REViEW’s 10 rich “key” markets? 
these are your sales problems acute? In which can 


you to 
sales-problem markets. Markets in which your sales, use it, without penalty, for single-market selling. With s 
for on Teasom o¢ anther, Sal tat below yaar maaiiaal it, you can tailor your advertising and time it exactly _ 
average! Markets in which unusual conditions are to your separate market requirements. You can cofigen-, Does your product or service 
pinning down your progress! Markets which really test trate your advertising directly on your sales target. ‘ call for the straight-from-the- 


In which of 


son Co. 


Bryant Press Names Soules 

Grant Soules has been appointed 
Toronto representative of the Bry- 
ant Press, Toronto. 


“nuts and bolts” advertising 
in The Wall Street Journal? 


u! P 


shoulder, factual selling ap- 
proach? McCloskey Company 
of Pittsburgh (manufacturer of 
industrial buildings) finds that 


type of advertising brings them 
a high response when their 
messages appear in The Wall 


how PICTORIAL REVIEW Street Journal. 
sales tempo. You give that market every you | and produces it fast, better see 
| eed yrrs advertising weapon to enn being mew customary yeu . . . ROW. George Bond, President of the 
: Bond & Starr Agency which 
: creates McCloskey advertising, 
& Ga A Bee i 7 < LF rr 
a Hy) ; BE B mr “In fact, we are told 
A j Pictori 1 Review DEE ae rs Kins RESP RAST that McCloskey re- 
were tt 2 eee ee prog $e rts ceives more favorable 
4 Be Rakegtet lo Bac sae, oe? ee comment on their ad- 
Gives You These 4 = = vertising in The Wall 
Other Exclusive Advantages: Covering pactepe caresten Any 
any other medium they 
Nearly are using.” 
6,500,000 
1. A mass-buying audience created and held by the World’s Families With ry fay from —_ 
, it tising in e Wall Street Jour- 
top artists and The Sunday nal, according to Mr. Bond, are 
2. Proven high readership for your advertisements. issues Of: 


high quantity and quality of | | 
inquiries and prestige created 
by this advertising among the 


3. The mighty impact of color advertising even in a single 


market. Milwaukee Sentinel top businessmen who compose 
New York Journal-American The Journal readership. 
4. Reader interest anchored deep in all the news of “home Boston Advertiser If you, too, have a “nuts and 
town” entertainment. Les Angeles Examiner bolts” sales job to do—don’t 
Francisco Examiner overlook the 261,580 fact hun- 
©. Me indie page wanaltnes sentosh aba «.> +2 has yeaa ovr, chet Wall “Seon Jememak a 
clear your sales story. : at readers. If you advertise to | 
a Ss Baltimore business, The Wall Street Jour- 

; 6. Ability to time your advertising to the timing of your be oe é | Pittsburgh Sus-Telegraph é nal should head your list. | 
7. Deep penetration into largest consumer-masses in omens ciate THE WALL STREET 
en ae market guidance of the | : A HEARST PUBLICATION JOURNAL 

street-by-street 
Represented Nationally By Hoarst Advertising Service 44 Broad Street 911 Young Street 
famous Hearst Sales Operating Controls. ane Vane ery 


415 Bush Street 
SAN FRANCISCO 
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...more sales for less money through NBC summertime television. 


39% more TV families than last winter 
on the NBC interconnected television network alone 


...and this is a net figure. (Seasonal decline in 


viewing taken into consideration.) 


27% lower cost per thousand 
...the lowest in television history. 


an &-week hard hitting campaign 

...instead of the usual 13-week cycle. This makes it 
possible for you to enjoy the prestige of 

NBC network television on a limited budget. 


NBC’s choice productions 
...priced for summertime budgets. 


a warm weather welcome lift in sales 

If yours is a seasonal summer product, here’s a way to quick sales. 
If yours is a year-round product, here’s*a boost for sales 
through the summer—a head start for fall business. 

Whatever you sell, the NBC Straw Hat Plan offers you the 
largest TV audience in history, at the lowest cost per thousand— 
top-ranking NBC-produced television shows—all on a 

special, economical 8-week basis. Get your order in before 

July 1 to take advantage of present low rates. 

For complete details and program descriptions, 


send for our booklet, “The NBC Straw Hat Plan”. 


TELEVISION 
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Can’‘t Continue to 
Raise Newspaper 
Ad Rates: Cox 


BurFrFra.o, N. Y.—Costs and com- 
petition of other advertising media, 
particularly radio and television, 
have brought American newspa- 
pers to the crossroads, James M. 
Cox Jr., president of the Journal 
Herald and News, Dayton, O., told 


SALISBURY 


NORTH CAROLINA 
The State’s No. 1 Per Capita Market 
Covered By 


THE SALISBURY POST 

The Salisbury market is:— 

Ist in per capita Retail Sales 

Srd in per capita Drug Sales 

65th in per capita Food Sales 

7th in per capita General Mdse. Sales 
Advertise in Salisbury Daily & Sunday Post 

SEND FOR R FOOD Linear ny SURVEY 


WARD-GRIFFITH CO., INC. 


Russ Butldt 


_ SEEPUTTPTEET ETS SAN FRANCISCO 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


the 22nd annual mechanical con- 
ference of the American Newspa- 
per Publishers Association here 
last week. 

The only way to cut the cost of 
newspaper production, Mr. Cox 
said, “is to seek greater man-pro- 
ductivity and the use of new and 
less expensive printing devices. 

“We can’t continue to raise ad- 
vertising rates,” he declared, “nor 
can we price ourselves out of the 
mass market by increasing circula- 
tion rates. In my opinion, the 
daily newspaper should always be 
available to the masses of this 
country, and if the day comes 
when that is not so, we are going 
to find ourselves in trouble.” 


es Mr. Cox said that the need to 
discuss wages, hours and union 
negotiations outweighed strictly 
mechanical problems. 

“I have no quarrel with organ- 
ized labor,” he said, “and I feel 
it has been a great contributing 
factor in giving American workers 
the highest standard of living in 
the world. However, there is a 


point beyond which demands and 
practices, which threaten the ex- 
istence of a business, must be re- 
fused if we are to survive.” 

He praised the International 
Typographical Union for its efforts 
to promote increased productivity. 


First Ad on RR Timetable 


For the first time in the history 
of the New York, New Haven & 
Hartford Railroad, a paid adver- 
tisement adorned the back cover 
of its divisional timetables this 
month. The unprecedented adver- 
tiser is the group of Carter Hotels. 


Silex Names Donald Rogers 


Donald W. Rogers, experienced 
owner and general manager of 
several general department stores 
in Illinois and Connecticut, has 
been named sales manager of the 
Silex Co., Hartford. 


WOR-TV Names Rhone 


Alan Paul Rhone, formerly di- 
rector of film programming of 
WBKB, Chicago, will become man- 
ager of the film department of 
WOR-TV, New York, on June 26. 


- 
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Year-Long Curtis Vacation Study Indicates 
$7 Billion Spent Annually on Pleasure Trips 


PHILADELPHIA—The nation’s va- 
cation travel business has reached 
a $7 billion annual volume and is 
still on the rise. 

The figure is reported by the re. 
search department of Curtis Pub- 
lishing Co. on the basis of a year- 
long survey of vacationing habits 
in which 4,000 families sent month- 
ly reports to Curtis concerning 
any vacation trips they made of 
three or more days. 

Curtis’ exhaustive 80-page re- 
port reveals the number of fam- 
ilies making such trips, when they 
traveled and where, how much 
money they spent for transporta- 
tion, the mode of travel and dis- 
tances covered. The study also 
shows types of lodgings used en 
route and at destination and how 
much was spent for food and lodg- 
ings. 


ws Among the findings: 
Sixty-two per cent of the fam- 


> 


Interested in a concentrated audience of industrial 


management?...THE MONTHLY MAGAZINE 


FOR EXECUTIVES IN IND 


If you want to influence leading manufacturers, talk 
to them directly in the only magazine that concen- 


trates all of its editorial effort and service on bring- 
ing practical information to management in industry. 
Modern Industry consistently reaches executives in 


32,000 manufacturing plants doing approximate- 


ly 80% of the nation’s industrial business. This 
blanket coverage is the natural result of top 


editorial performance in wrapping up into a 


single package essential information for the 
busy executive. The fact that it is the fastest 
growing executive publication is evidence of 


its acceptance by top management . . . the 


group that makes or influences buying de- 
cisions. And it is the reason alert industrial 
advertisers who want a concertrated 


audience without expensive mass circula- 


tion use Modern Industry for their main 


industrial advertising effort. You can 


profit from their experience. 


distribution 
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PRODUCTION 


MARKETING 


ECONOMICS 


Modern 
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Modern Industry Regularly 
Serves Executives with 
Timely and Useful Information 


on these Important Subjects 


PRODUCT DEVELOPMENT 


EMPLOYEE RELATIONS 
MANAGEMENT METHODS 


GOVERNMENT REGULATIONS 


ilies took vacation trips during the 
year. Nearly half of the vacation- 
ing group took more than one trip. 
Projecting the percentages, Curtis 
researchers estimate that 23,893,. 
000 U.S. families took 43,000,000 
vacation trips over a 12-month 
period. 

Peak travel months were June, 
July and August, when 49.9% of 
the trips were taken. Curtis says 
26.3% took trips in the fall, 12.5% 
in the spring and 11.3% in the 
winter. ; 

Transportation costs are estimat- 
ed to amount to $1,709,500,000. 
A breakdown shows $969,300,000 
of this was spent for auto travel; 
$420,500,000 for rail travel; $82,- 
100,000 by bus; $164,100,000, air- 
line; $164,100,000, domestic ships 
and boats; $29,000,000, overseas 
steamships, and $6,800,000 for 
other means of conveyance. 


s About four out of five vacation 
trips were made by auto and such 
trips averaged 928 miles. Percent- 
ages of vacation trips and mileages 
by each means: 


Share Mileage 
Auto 79.5% 928 
Rail coach 12.7% 764 
Bus 10.8% 545 
Rail Pullman 5.0% 1,667 
Airline 3.4% 1,376 
Domestic ship, boat 3.1% 267 
Boat overseas 0.2% 5,000 


Answers from vacationers in- 
dicate they spent $2,909,000,000 
during their trips for food and 
lodging. Types of lodging used at 
destination: Hotels and resorts, 
24%; motor courts and motels, 
8.6%; tourist homes, 3.8%; vaca- 
tion cottages, 15.9%; camping out, 
4.3%; trailer coach, 0.6%; homes 
of friends and relatives, 42.8%. 

Curtis points out that the vaca- 
tion travel market provides vast 
sales opportunities for entire com- 
munities and many business 
groups. Virtually every region of 


the U.S. and foreign countries as 


well participate in the growing 
travel volume, the report says. 

Of trips to other countries, Can- 
ada got the lion’s share (73.4%), 
with Mexico drawing 9% and Eur- 
opean countries 6%. 


Bruce Eells to Set Up 
Tape Broadcasting System 


Bruce Eells, who has provided 
a program library service to radio 
stations for some time in Los An- 
geles, has announced plans for the 
formation of a transcribed network 
to be called Tape Broadcasting 
System. The system will be headed 
by Charles E. Rynd, former ABC 
vice-president. 

Mr. Eells expects more than 600 
AM and FM stations to subscribe 
by Jan. 1. Full network service J 
will be started when 400 stations 9 
have been lined up, he said. 


Sets 1952 Meeting 


San Francisco will be host to 
the ANPA Mechanical Conference 
in 1952, it was announced by E. H. 
Evers, chairman of the mechanical 
committee of the American News- 
paper Publishers Association, at 
the 1950 conference in Buffalo. 


Edwards Names Wolfson 


Martin Wolfson, formerly with 
U.S. Electrical Motors, Los An- 
geles, has been appointed art di- 
rector of Edwards Agency, Los An- 
geles. 


SHEBOYGAN 


A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's key cities 

over 50,000 population. 

2. Home of Prange’s, world’s largest de- 
partment store in a city the size of 
Sheboygan. 

3. Diversified Industry. 

SEND FOR OUR SHEBOYGAN manest FOLDER 

WARD-GRIFFITH CO., INC. 

NEW YORK 
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General Motors Building.. 
Statler Office Building................ 
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, Of course modern precision machines are 
ion- ry hi necessary to produce 30,000,000 magazines 
rip. more t Ci n mac ines eee a month, but more important to Dearing are 
3, the 1250 men and women who keep the 
operation running smoothly. They make 

both business and profit possible. 


Testifying to their skill are the products of 
their labor—the readable typography and 
beautiful reproductions which capture reader 
interest quickly and effectively. The 
maintenance of such high standards is one 
of the most rewarding returns in our 
extensive personnel relations program .. . 
a program based on the knowledge that 
skilled, stable, and satisfied workers are 
the most powerful factors in the growth 
and progress of our business. 


iT- 


Manpower Stability 


Natives of Louisville or vicinity. ...70% 

Homeowners or now buying homes. 58%, = 

ad A e . 

x Average age (all employes)... .35 years Ca) 1] : & OUNSIVE 
Total years of service........... 7,457 

C. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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| MORE PEOPLE 
| THAN EVER BEFORE 


ARE READING 


PEOPLE READ MAGAZINES, AND 
WHAT THEY SEE IN PRINT MAKES 
A LASTING IMPRESSION 


Magazines are read in 82.5 per- 
cent of the nation’s homes: 


32,300,000 families. 


In 1949, magazines continued— 


for the twelfth successive year 
—to carry more national adver- 


tising than any other medium. 


(Figures from M.A.B.'s Nationwide Magazine Audience Survey.) 
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Ten Reasons for 
Magazine Advertising 


LOOKS—Magazines are always modern and present- 
able in format, design, and style. 

COLOR—Magazines are alive with colors, with limit- 
less facilities for showing products. 

CONTENT— Magazines surround the advertiser's story 
with the very values he is selling—in fiction, articles, 
and illustrations. 

FLEXIBILITY —Magazines give complete freedom for 
the job to be done, with a wide variety of magazines 
and markets. 

SELECTIVITY —Magazines offer nation-wide audiences 
already prepared and selected. 

EXPOSURE— Magazines remain in the home for days, 
weeks, and months. 

AUTHORITY —Magazines place the advertiser's prod- 
uct in the greatest show window in America. 
DISPLAY — Magazines provide invaluable package dis- 
play for ready reference at point of purchase. 
VOLUME—Magazines offer the greatest potential in 
sales the advertiser can find anywhere. 
ECONOMY—Magazines provide advertising that is 
low in cost of preparation and in cost per prospect. 


4 a eae 


Magazine reading encourages people to spend their time doing 
everything but read magazines: 


take an interest in the news...drive a car...go to 
the movies. ..travel...drink. ..visit with friends or 
entertain...go to concerts, lectures, theatres, civic 
meetings. ..cook...eat...sleep...sew or knit or 
hook rugs. ..take care of children and pets. ..wash 
clothes. . .attend sports events. . . take part in sports, 
hunt and fish...clean the house. ..re-decorate or 
build. ..beautify yourself. ..garden...make things 
or repair them. . .study. ..shop and market. . . enjoy 
a hobby...date a date...dance...work...plan 
finances...or anything you want to do besides 
reading magazines! 


AND YET MORE AND MORE PEOPLE SPEND 
TIME READING MAGAZINES! 


Dearin’:Zousville 


Cc. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. 


A DIVISION OF 4 TT PUBLICATIONS, INC 
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To help our workers maintain their oe 
exacting standards of quality, we 

established our Plate Inspection condi 
Department. Here, incoming plates are vert 
examined in minutest detail to learn what ae 
imperfections are present. Although an sales 
original engraving may appear perfect in ing t 
every detail to the naked eye and pera 
produce a good proof, our inspection idea 
department microscopes and powerful veal 
glasses may show that the plate will not v— 


produce a good electrotype. Undercutting ment 


, ws , th 
and irregular conditions may exist below anes 


the surface and on the sides of the dots. + c 


These defects are remedied by Dearing times 


workmen when possible and practical. s Wi 
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Original engraving with hard edge 
that will reproduce in the printing. 
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Pitted dots, printing Worn edges, caused by pulling Ragged etching and shoulders, Irregular etching, needs Fragile pin point dots compared for size the b 


surface is damaged. proofs or reprints. needs hand work. further finishing. against wire bristle from plate brush. a floc 
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Good dot formation, adver 
about 75 percent density. Unite 


Damaged dots, caused by mishandling. Good highlight dot, minimum size. Good dot formation, 


about 20 percent density. 
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Bakery Uses Ad 
Space to Build 
Local Good Will 


SoutH M1aMi1, Fia.—One way to 
sell bread is to make your advertis- 
ing program a combination adver- 
tising-community public service 
proposition, using advertising me- 
dia to back local events and char- 
ity drives, and participating in or 
conducting various local activities. 

This theory of combining ad- 
vertising with public relations has 
proved rewarding to the Fuchs 
Baking Co. here, which reports a 
sales increase in the last decade of 
more than 1,000% and an advertis- 
ing budget increase for the same 
period of about 900%. 

An example of how the Fuchs 
idea works can be illustrated by 
the company’s use of outdoor ad- 
vertising. On approximately 50 
posters used in the South Miami 
area, the company posts announce- 
ments of all civic activities. During 
the season, football schedules are 
listed, while Red Cross, Commun- 
ity Chest and other charity drives 
are plugged at the appropriate 
times. » 


a When there is any local activity 
noted on the posters, the company’s 
product is relegated to a small pic- 
ture of a loaf of bread or a word 
about the product. 

From 50 to 75 radio spots are 
used weekly over six local stations, 
and these also promote current 
community events. About 16 news- 
paper ads per week are run, fol- 
lowing the same public service pol- 
icy used in other media. 

In addition to the large outdoor 
posters, some 100 smaller posters 
are put up on grocery stores, and 
special holiday posters for indoor 
display also are furnished to stores. 

Fuchs carries its public rela- 
tions program beyond the adver- 
tising media tie-in, with plant 
tours for students, clubs and other 
interested groups. At Christmas 
time the bakery is decorated and 
choirs are invited to give concerts, 
with the company furnishing the 
organ music. 


s Probably the outstanding activ- 
ity from the standpoint of building 
community good will is a bakery 
party, given 12 times a year. 

Invitations are sent to employes 
of the community’s various indus- 
tries, and attendance at these af- 
fairs ranges from 500 to 2,000 per- 
sons. Guests are conducted through 
the bakery, fed, entertained with 
a floor show, and presented with 
a booklet about the bakery. 


Cordley & Hayes Ups Johnson 

James L. Johnson has _ been 
named sales manager of Cordley 
& Hayes, New York, manufacturer 
of ice and electric water coolers. 
He joined the company in 1946 and 
has served as district manager and 
regional manager. 


Names Pearl, Cooper 

American Aviation Publications, 
Washington, has named Pearl, 
Cooper Ltd., London, as exclusive 
advertising representative in the 
United Kingdom. 


TORONTO, CANADA 


Capital City of Gnterio—Coande’s Richest 

Province— Having One-Third of Canada’s 

Total Population and 42% of Retail Sales — 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous Ontario 


centers 
SEND FOR OUR COMPLETE OSTANLES | + “ad FACTS 
) Represented In United S 


oe aes GRIFFITH CO., INC. 


Wisconsin Admen Elect 


Karl Eisele, of Madison News- 
papers Inc., has been elected pres- 
ident of the Advertising Club of 
Madison, Wis. Other officers are: 
E. B. Petersen, University of Wis- 
consin School of Commerce, vice- 
president; William R. Walker, Ar- 
thur Towell Inc., secretary, and 
Ferne Noreen, Madison Newspa- 
pers Inc., treasurer. 


Gage Names Bollinger 


E. R. Bollinger, formerly Cleve- 
land representative of Electrical 
Wholesaling, a McGraw-Hill pub- 
lication, has been appointed Cleve- 
land manager of Electrical Man- 
ufacturing, published by Gage 
Publishing Co., New York. 


West Joins Kelly-Smith 

Tony West, formerly on the na- 
tional sales staff of the Atlanta 
Journal, has joined Kelly-Smith 
Co., —y representative, as 
assistant to the manager of the At- 
lanta office. 


Blony Baseball Gum 
Sales Soar, So Ad- 
Effort Is Halted 


PHILADELPHIA—Bowman Gum 
Corp., oversold on its Blony base- 
ball bubble gum, has canceled all 
of its national consumer and trade 
advertising until the company 
catches up with demand. 

Bowman had television spots in 
all baseball-television markets, a 
coupon promotion and full pages 
in confectionery trade papers. 

William J. Noonan, promotion 
and adveriising manager, told 
ADVERTISING AGE that the initial 
promotions went far beyond ex- 
pectations and this year the sports 
gum will have the biggest year in 
its history (AA, Nov. 28, ’49). 

The Blony baseball gum in- 
cludes color pictures of famous ball 
players with brief biographies of 


the players on the backs of the 
cards. 

Bowman may shift its advertis- 
ing fund to its regular Blony 
brand, but that has not been de- 
cided as yet. 

Franklin Bruck Advertising 
Corp., New York, handles regular 
Blony; Art Flynn Associates, New 
York, handles Blony sports gum, 
and George Moll Advertising, Phil- 
adelphia, handles Bowman’s ex- 
tensive Wild West picture card 
packages of gum. 


Gerber Plans Special Drive 


Gerber Products Co., Fremont, 
Mich., in July will concentrate on 
a special cereal campaign by add- 
ing full-color pages in Family Cir- 
cle, Life, Look and Woman’s Day 
to a regular schedule of full pages 
in 21 consumer magazines. The 
American Weekly, Parade and This 
Week Magazine also will be used. 


Federal Advertising Agency, New] Russ Building 


York, handles the account. 
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Henschel Names Rose-Martin 

Rose-Martin Inc., New York, 
has been appointed by John Hen- 
schel & Co., New York, manufac- 
turer of drawing materials and 
sole importer of Pelican Graphos 
fountain pens and Pelican draw- 
ing inks, to direct a campaign in 
magazines, business papers and di- 
rect mail. 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 
THE CHARLESTON DAILY MAIL 
1, one a Semend ees, Charieston’s only evening 


2. The Daily, “Mail leads in city circulation. 
3. The Daily Mail leads in retail food ad- 
vertising. 
ASK FOR ADDITIONAL A FACTS 
Nationally Represen 
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SEND FOR OUR CITY ZONE POPULATION FOLDER 
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preference for GRIT... 


“GRIT Sells. for Its | Advertiser 


Increase 


in Sales 


over a 2-year period 


for one Automobile 


GRIT sells for its Advertisers . . 


Advertised in GRIT 


. it can sell for you! 


s—It Can Sell for You 3 


An Automobile advertised in GRIT shows this substantial increase in the GRIT Market. . . 
with more than 27,000 GRIT Families now owning this one make of automobile. 


GRIT reader-response to GRIT-advertised products shows a high record in many other cases, 
including a Truck, 27% increase in sales—a Spark Plug, 5 times more sales than any other 
brand—a Gasoline, 41% increase in sales. 


Nearly three million weekly readers of GRIT, in 16,000 True Small Towns, express their 
as well as their confidence in GRIT-advertised products*. 


Larger than average, GRIT Families have dependable employment, spendable income. 
79% own Automobiles, 22% own Trucks, 81% buy Tires, 81% buy Spark Plugs, 79% buy 
Batteries, 84% buy Oil, 87% buy Gasoline, 77% buy Anti-Freeze. 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 
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June Advertising Pages and Linage in National Magazines 


5 inoe 
June June dan.-June Jan.-June June June dan.-June Jan.-June 
1950 1949 1950 1949 «1950S s«:1949 
General 
Ace Fiction Group .......... 19 34 13.6 26.8 430 768 3,004 5,905 
American Forests ........... 152 106 79.7 67.2 6370 4452 33,474 182 
*American Home ....._ 44 621 75.0 3809 4166 39,253 47.433 240,708 263,362 
American Legion ... 1440 8 83=-:156 95.0 94.0 5875 6533 39,950 : 
American Magazine... 33.1 444 2214 260.0 13,908 18630 92,945 109,236 
pean ence ae 154 103 88.6 688 6594 4,406 37,937 4 
Atlantic Monthly ............ 18 49 1196 99.7 7.896 6248 50,609 867 
Better Homes & Gardens .... 1556 1411 909.1 865.9 98.357 89,185 574,596 : 
*Christian Herald .......... 27.1 27.4 pom —— 11628 11,740 comppio — 
‘Columbia ................. 5.9 3.3 ome — 469 2267 cme —_ 
Td nails cerns ast cull 220 «#4180 ~—sdaz. 4,004 3.276 20,384 13,650 
i tesinadt ah aes 50.6 55.9 3012 339.2 21,722 23,996 128.228 145,533 
Dell Men's Group .......... 166060171 2Ss«24.9 3 7998 7,344 53,620 47.819 
Dun’s Review .............. 35.0 8 2437 2410 14,700 16,313 102,381 101,214 
le Magazine ............. 3.5 28 25.3 3 1474 (1175 10,543 9,264 
EE vncvensducabie 442 27.0 2275 1531 30,063 18,360 156,140 104,108 
Pi ea De eae 118 7.7 59.9 545 5,083 3,302 25,932 23,436 
*Esquire (Wat’l) ............ 772 1766 3461 3637 52,518 51492 235,316 242,036 
se italia 190 204 1444 1155 13,050 14032 99,366 79, 
1053 1123 5186 6189 66,518 70,942 366,718 391,050 
236 238 1668 150.0 10,136 10,212 71,542 64,304 
44 134 — =— ¢o5 “an — — 
1 159 1350 7 8438 6664 56,729 41,043 
939 87.7 413.1 4188 63,877 59,665 280,971 284,867 
0 1050 649.2 6528 71428 66,375 410,245 412,578 
934 912 5602 5588 59,013 57,626 354,049 353,159 
5 248 #1916 1217 13,507 10618 77,892 52,240 
155° 122 1605 1386 10,589 8,334 109,740 94,753 
Macfadden Men's Group ...... 81 8.0 610 738 3493 3,445 26,158 31,690 
Mechanix Illustrated ........ 66.7 685 440.0 4554 14951 15,350 99,581 102,009 
6 788 6030 5698 52687 46,305 354,466 335,027 
435 440 2588 2484 10,283 10,416 61,470 59,009 
312 30.7 2013 1919 13,381 13,176 86,339 82.334 
1 21 13.5 15.2 906 872 5,822 6,409 
252 205 147.9 914 17,170 13,988 100,113 62.211 
157 137 80.6 69.0 3519 3,068 18,054 15,436 
1288 137.5 8784 954.2 28840 30800 196,770 213,738 
1219 1134 817.0 8385 27,298 27,664 182,942 190,095 
199 250 1330 1549 8534 10,708 56,970 66,430 
211 261 1336 1544 9,067 180 57,310 66,253 
98 618 43.8 58.0 4184 5,073 18,838 24,893 
120 ©4161 52.4 835 5136 6894 22,479 35,797 
8.5 715 4731 413.0 36,344 30,037 202,419 173,490 
10.5 71.8 90.6 2360 2576 17,454 20,297 
536 47.2 3535  # 356.3 35,990 31,721 237,573 239,457 
46.4 6 2029 1923 19.922 16,133 075 82,666 
89 0 23.6 19.7 3,807 1.709 10,086 8.414 
86.1 837 572.9 566.7 50,627 49,216 336,865 333,250 
ceceseeee L909 18252 114515 888,570 5,561,009 5,402,448 


Por 11,292.6 934,449 
onet inclosed | in “Larger page size 1950. >May-June issues combined. “June-July issues combined. 


Women 
OE COC eT ET 40.7 62.8 404.8 596.2 17,446 26,955 173,654 255,954 
Dell Modern G : 
odern o~ 40.6 39.9 219.5 233.4 17,424 17,099 94, 100,064 
Modern Screen . .6 38.9 219.8 231.7 17,005 16,677 94,313 404 
Screen Stories . 33.3 37.4 197.3 211.0 14,430 16,035 84,740 90,510 
Family Circle (Nat'l) 3 5 196.8 . 3 16,451 13,928 85,289 70,190 
*All Editions copes 52.0 47.9 286.3 250.9 22,308 20,529 122,832 107,599 
Fawcett Women’s Group 
Motion Picture .......... 33.6 311 191.7 6 14,403 13,348 82,194 87,764 
Movie Story ..........-- 319 187.5 3. 14,122 13,677 80,455 87,325 
True Confessions ........ 46.4 252.8 273.1 19,887 18, 108,246 117,184 
Ties uadshedereeeere Si as = os gy 24,039 Pe 514 
Good Housekeeping .......... 
Harper's — shdnatandoe 48.4 60.0 594.9 658.1 30,592 37,945 375,976 416,008 
Hillman Women’s Group: ° 
Movieland ........ 12.6 20.6 113.6 132.5 5,434 8,859 48,769 56,878 
Real Romances . 15.2 20.6 112.8 130.6 6,523 8,840 48,403 56,069 
*Real Story ........-. és 15.2 20.6 112.8 130.6 6, 8,840 403 069 
*Screen Guide ...........- 12.6 20.6 113.6 132.5 5,434 8, 48,769 7 
DEE deshbsses<sveses 21.0 17.9 131.3 115.3 9,048 12,572 56,451 75,920 
jiocsebetd conse wadé « 9000 Oe 49.4 41.2 294.1 270.9 21,208 17,673 126,174 116,205 
Women’s Group: 
Nominate Romances ........ 19.5 28.2 128.3 188.3 8,364 12,091 55,107 80,870 
ME MEEN Gncececcesccens 16.5 25.9 117.8 179.4 7,094 120 50,615 77,012 
Movie Stars Parade ........ 16.4 25.9 116.7 178.2 7,055 11,120 50,159 76,5. 
Personal Romances ........ 21.5 34.7 3 9 9,215 14,900 62,820 
ies’ Home Journal ........ 1216 106.7 746.2 5 82,691 72,581 507,391 512,425 
Mademoiselle ...........-++ 53.8 63.4 544.0 741.1 23,094 27,185 233,435 
Dt sane cecteedcoscee 72.8 83.8 425.8 472.9 49,472 289,479 321,624 
Parents’ (Nat'l) .......----- 68.3 64.9 389.9 8 29,283 27,832 167,223 x 
Parents’ (N. Y, Metro. Ed.) 72.4 73.1 439.3 448.2 31,041 31,355 419 . 
*Parents’ (Pacific ) 719 a co 853 158,173 
Scree padebesseuee 23.1 22.6 127.4 113.0 927 9,730 6 48,498 
Ts cewegheee¥s cscs tee 19.6 3 0 139.2 8,425 8,276 50,611 * 
Te rr 71.7 76.2 617.6 630.6 48,783 36 x 
Today's Woman pepcnenses s+ 50.6 29.4 298.3 191.2 21,703 12,632 127,935 82,050 
True Story Women’s Group: 
Radio & Television Mirror ... 26.6 27.8 160.1 178.4 11,399 11,944 68,670 76,546 
ceaededtews +ere 41.9 45.5 249.9 259.1 17,964 19,517 107,224 111,140 
Exportances peneadees 660s 6 28.5 171.4 182.0 11,844 12,237 ; 12 
True Love Stories .........- 27.5 28.8 166.4 187.0 779 12,371 397 80,209 
True Romance ............ 27.2 32.2 182.1 205.6 11,655 13,797 78,114 88,320 
Tre GRAY cc cccccccccese 59.0 61.2 355.8 361.8 25, 26. 152,628 193 
WENNS  cccccecccicsevereees 8 63.1 832.7 971.1 33,401 39,882 526,267 613,740 
Western Family: 
Southwest Liition nbabons 46.0 40. 246.4 220.1 19,741 17,159 105,145 94,120 
a eee 39.7 33.1 215.5 173.2 17,0. 483 74,379 
Woman's Day (Nat'l) ....... 49.2 45.4 315.9 2 21,113 19,459 135,472 194 
*All Editions .............- 53.2 47.0 351.4 311.6 22, 20,163 150,761 3,625 
Woman’s Home Companion .. 79.6 63.2 466.5 54,106 . 317,153 656 


Total Group .......-- ” Dyana 1767.7 119357 12,5156 846,069 “871,189 5975971 6,462,008 
*Not included in totals. {Smaller page size, 1950. 


American Rifleman .......... 45.7 7 0 19,600 22,283 119,966 127,873 
Field & Stream ............ 73.2 76.3 4.3 443.5 31,405 32,726 182,053 190,266 
Fur-Fish-Game ..........++- 20.3 133.3 135.3 8,698 9,076 57,100 58,051 
Hunting & Fishing .......... 25.2 28.8 1 161.1 10,830 12,375 65,225 69,159 
ART See 65.5 66.6 374.6 7 28,120 28,568 160,734 162,863 
§Outdoorsman .............. 22.2 18.1 2 1414 9,520 7,767 59,331 60,606 
Sports Afield .............- _ 67.3 714 3917 408.1 28,860 30,630 168,014 175,091 
WE. cccccecesccs 319.4 334.3 1,893.9 1,967.1 137,033 143,425 812,423 843,929 
[Merged with Outdoors. Comparative figures 1949 are those of Outdoors. 
Youth 
The American Girl .......... 8.9 9.4 69.7 63.7 3,839 4,024 29,948 27,330 
ad RED codusecsekaae¥ies 21.2 20.6 88.7 95.7 14,440 13,989 60,362 65,071 
SED. GED cock vets ceuteked 0.2 0.3 6.4 4.9 103 140 2,781 2,128 
June Advertising Pages and 
Current Month Com- 
mercial Display Ex- 
cluding Poultry, 
-—Total Advertising, In ——- -—Total Advertising, In Lines————._ Classified and Live- 
June June Jan.-June Jan.-June June June dan-June Jan.-June stock, In Lines 
1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 
Farm Magazines 
Capper’s Farmer ..... 50.2 47.2 358.7 330.2 34,139 32,082 223,523 224,561 32,987 30,755 
Country Gentleman ... 99.7 92.0 629.4 667.6 67,761 62,554 435,458 453,970 66,483 3 
Farm Journal ....... 90.8 86.0 627.5 6165 38,949 36,891 269,180 264,411 37,665 35,232 
‘*Farm & Ranch with 
Southern Agriculturist: 
Southern Edition ... 34.8 —_- — — 23,678 _ —_ — 22,329 — 
Western Edition ... 39.9 —— 300.2 —— 27,142 a 215,810 — 25,813 a 
*Progressive Farmer: 
Carolina-Va. Edition 72.2 63.2 522.4 465.4 49,094 46,012 355,272 338,890 46,721 43,221 
are — 74.7 65.0 534.1 468.4 50,786 47,298 363,208 340,991 48,618 45,040 
.-Tenn.-W. Va. 
Etition oe 70.8 62.6 509.7 454.5 48,119 45,546 343,898 330,828 45,985 43,003 
~La.-Ark. 
Se 71.5 618 509.7 450.2 48,652 44,975 346,590 . 327,649 46,442 42,712 
Texas Edition ..... 75.8 67.0 5416 479.7 51,519 48,748 368,346 349,238 49,546 ‘ 


Bs : 


YOUTH 


MAY FE 4 124, 649 | may [7] 


1949 
JUNE 


4106, 849 


1950 t 1950 


950 
yune EE) 9 94,449 ° \wune IE] 96,049 


wunel |] 477037 
MAY 460,896 
juntL] 42,425 


1950 


issues 1949. 


*Not included in totals. ‘May-June issues combined. 


Total Group ..........+4. 


Danec 
May May dan-May Jan-May M 
1950 1949 1950 1949” 1950 


3000.5 2,994.0 13,348.7 13,121.5 1,742,458 1,753,548 
‘Four issues 1950; five issues 1949. {Smaller page size 1950. ‘Three issues 1950; two issues 1949. 


Canadian National Weekend Newspapers (Rotogravure Linage) 


une) 27 093 wie] 29,256 MAY TT _]4 742, 458 | wnt TO) 233, 367 
may po) 35,770 MYT] 25,456 APRIL «dB 7Z,6ZmNY [| 282878 
194 194 194 ) 
we [J 90, $76 une] 25,6/5 may LJ 4753, 548 \wne| _] 248.468 
i = ade tn... ie. dache..dnde 
1950 1949 1950 149 ©6950 s«'1949 1950 1949 
i RR ie a 80 ©6116 56.3 681 3435 4,992 1,110 38,195 
Senior Prom ’............... 123 173 108.4 148.7 5,276 = 7,431 4B. 62,051 
Total Group ............. 50.6 592 3255 377.1 27,093 ~ 30,576 ~ 169,032 ~~ 194,775 
Comics Magazines 
‘Archie Comics ............ 7.0 6.0 — «- 25 go a — 
awcett Comics Group : ee 37.4 37.1 2544 2872 14,157 14,023 
*Harvey Comics Group -s 8.5 5.5 20.6 16.5 3,213 2,097 7,786 
Lev Gleason Publications: <<. -. 117 9.7 62.1 40.7 4,410 3,654 23,688 15,624 
arve : 
330 255 1867 1410 12474 9,639 70,623 53,256 
1L0 65 62.0 4,158 2457 23,435 ; 
110 0=— «10.0 63.1 48.8 4,158 780 877 
110 9.0 616 49.0 4,158 ,402 —«-23,310 18,524 
235 210 75.0 89.5 8883 7,938 28,355 33,731 
115 9.5 34.3 39.0 4347 3,591 12,945 742 
1202S 41.0 50.5 4536 4,347 15,402 ; 
2.5 4.0 22.5 23.0 945 1512 8.505 8,694 
0.2 23 19 8.6 79 916 722 3,450 
Total Group ...........0. WTA ~ 678 ~ 383.7 ~ 5313” 29,256 25,615 145,328 ~ 125,328 


1949 
Weeklies, Bi-Weeklies, Semi Monthlies-May 
‘American Weekly .......... 60.5 78.7 317.1 3425 60,458 78,717 317,083 3424 
Business Week ............ 316.2 300.2 1,569.8 1,521.7 132,818 126,072 (342 639,076 
Capper's Weekly ..........- 29 3.2 36.3 394 6536 7,218 81,311 88,3 
Christian Advocate... ....... 1440 8145 5 895 5812 6018 "127 37,052 
Collier's : 1299 1610 637.5 708.2 88,359 109,504 : 1; 
cael 8 849 — 41,564 36,442 — 
{Forbes 316 25.7 1710 #£147.9 13,299 10,992 71,840 63,404 
 eitadekanae + 251 17.0 1218 116.7 26,371 17,864 127; : 
ke et aararets cae ® 4147 1,580.8 1,534.7 272,029 282,020 1,074827 1,043,549 
MEET, chess ccc ccoekh 132.3 1317 513.8 90,002 89,534 | 399,4 : 
a oa 260.0 2584 1,046.3 1,076.7 109,212 108,543 439,465 452.210 
ew Yor mes 
ee 173.9 189.2 (7912 (771.0 147,854 160,835 672,599 655,353 
ew Yorker ......-----.---- 0 278.0 1,373.9 1,283.4 124,001 119,278 589,391 ’ 
lata 34.0 37.7 (1923 ‘183.5 28,874 32,082 163,499 155,837 
‘Pathfinder ................ 63.7 514 2425 224.2 27,310 22.063 103,979 : 
Saturday Evening Post ...... 424.9 415.3 1,785.0 1,830.3 288,958 282,428 1,213,823 1,244,623 
Saturday Review of 
EE Too cassidy vn dec 71.3 495 2984 237.6 30,579 21,246 128,055 101,945 
Scholastic Magazines ........ 279 395 109.7 1242 121,721 582 064 52, 
MME oo cc ccececees 347 23.0 1401 1278 37,138 24.574 149,870 135,760 
ST eto ccs cccc us 64.0 598 3232 377 '832 «274,713 «233,066 
Th ak edi avin «cman 35.8 3545 1,440.5 1,498.7 147,756 906 «605, 490 


7,675,766 


7,800,793 
‘Five issues 1950; four 


ih ME Mtahne pnceecshees 55.6 56.8 205.9 174.0 55,561 56, 205,887 174,020 
Ot SN ein thes c8 db bedte oe 54.1 56.3 224.7 181.3 54,050 56,311 224,657 181, 
PN wabissceccccccecde 59.8 55.5 231.7 207.7 59,846 55,5. 231,730 207,737 
EEE” chpcascawekenes __ 41 _ 63.6 __ 332.3 __ 271, __79,889 __ 60,411 __ 315,988 257,466 

TER. eVrs <Wove seed 253.6 232.2 994.6 834.0 249,346 229,016 978,262 820,519 
‘Four issues 1950; five issues 1949. 

Il inec 
June June = Jan.-June Jan.-June june June dan. -June dan, -June 
Canadian and Foreign 
Canadian Home Journal ...... 39.1 48.1 232.0 254.8 26,568 32,757 157,674 173,311 
Canadian Homes & 

Eee 56.6 57.6 2 290.5 38,044 38,678 189,842 195,711 
Chateininn ccc ces ccccceee 37.1 42.8 231.0 249.5 25,243 29,103 157,143 169,665 
**tLife International ........ 23.8 15.3 115.0 65.3 16,150 10,370 200 44,370 
Maclean's (2 issues) ........ 65.9 68.3 342.2 378.0 44,822 46,448 232,653 257,097 
CR Waite ahs oceunes 64.1 67.6 — — 43,043 45,445 — — 
National Home Monthly ...... 20.6 38.1 111.6 186.0 14,046 25,908 76,085 126,700 
prod oy td pUeaneddneknens 33.0 24.0 159.9 117.7. (14,157 10,301 68,576 50,491 

ers Di H 

French Edition ........... 70.0 515 348.5 223.0 12,740 9,373 63,427 

English Edition .......... 70.0 5L5 337.5 231.5 12,740 9,373 61,425 42,133 
Revue Moderne ............. 30.5 29.7 153.9 169.7 20,744 20,174 104,648 i 
Revue Populaire ............. 34.7 37.6 170.3 186.0 24,259 26,353 119,175 130,259 
gt eee 38.0 156.0 180.5 26,600 803 157 126,330 
o*+Time-Atlantic ........... 43.5 48.5 177.7 196.5 18,270 370 74,620 82,530 
*tTime-Canadian ............ 155.3 128.0 506.7 447.3 65,240 53,760 212,800 
*tTime-Latin American . o% 82.0 89.2 327.7 348.5 34,440 37,450 137,620 146,370 
OTTime- PROMS ccc ccccsccces 34.7 23.7 143.3 11L5 14,560 9, 60,200 ¥ 

Bore A A \ 2,286.7 233,363 248,468 1,230,648 1,301,174 
*Not included in totals. {May linage. “Two issues each year. “All Time editions had five issues 1950-1949. 

Linage in Farm Publications 

Month Com- 
mercial Display Ex- 

cluding Poultry, 
-—Total Advertising, In -——Total Advertising, In Lines———._ Classified and Live- 

June June Jan.-June Jan.-June June June Jan-June Jan.-June stock, In Lines 

1949 1950 1949 1950 1949 1950 1949 1950 1949 
*In all 5 Editions .. 65.2 55.8 456.7 403.1 44,333 40,607 310,539 293,422 42,934 39,107 
*Aver. 5 Editions .. 73.0 63.9 522.7 463.7 49,634 46,515 355,462 337,515 47,462 44,032 
| Farming 85.7 87.5 617.9 609.0 38,553 39,371 278,040 273,522 37/837 38,479 

Total Group ....... 691.4 632.3 4,851.0 45415 427,572 403,477 2,983,515 2,904,060 412,284 385,859 
*Not included in totals. ‘Separate publications 1949. “Smaller page size 1950. 

Monthlies 
—— 17.9 20.3 136.1 158. 3, 969 
Ribs Vis 6 “ 7 507 26, 
pa. 1 Fruit ” ~ 

a 27.0 216 2023 1964 11,515 9,239 86,217 
Anaster Peaitia — 25.7 216 299.2 280.3 11,013 9,253 329 

ern a le a 
Central Edition .... 214 17.4 251.9 232.3 9,170 7,467 108/057 
Western Edition .... 193 164 216.9 198.0 8,261 7,048 92,987 
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‘Advertising Age, June 19, 1950 


mereal Display Ex- | Beep MAGAZINES MONTHLIES SEMI-MONTHLIES 
“ . 1950 1950 
——Total Advertising, in ¥-« ———Tetal In Lines. Classified and L 
June June -June -June June June Jan. —June stock, In Lines 
+ | i950 949° 1950 1949 1950 ‘1949 1950 i949 “1950 1949 427,572 \sune 264/47 |mav ato 
* 3 Editions .. 186 149 2027 1808 7,995 6,419 87,025 77,604 098 6 4,537 
arcana Farmer ey 4 7.7 «9840 «©6330 «« 8633 5.854 581 Olt 8127 (8.285 $26,267 |wa M/2, 344 aris 959,75: 
et arming 
Methods ......... 33.0 204 2463 202.0 143 756 105,643 86,653 14,143 8,756 194 194 
Better Fruit’ ........ 198 185 i2t2 isi ‘Sool J7se ‘sovey a8088 ‘800k 7.798 fine |] 403,477 \inel_) 322064 828,695 
Sieg Qi: EG He HS See ae Bs ee oe | ae 
Sutton Welt ee: 70 Gf2 SO73 Sass 32,756 28,234 213,064 229,202 17,139 15,162 BI-WEEKLIES WEEKLIES DAILIES CANADIAN 
Electricity on the Farm 16.9 164 80.0 1057 9639 9.494 32113 41418 9639 9,494 1950 1950 1950 1950 
rere Gottheene... 370 340 2681 2420 «isso ia'303 (an's27«lol'e79 igor S908 66.998 y WB 204,69/ may HN £07 289 
|) fee Oe Be Het eee ee ee tet St loca cor mip 77 male 30 3 
Wich Farm ee 16 21 128 132 3637 4972 29296 31,680 3577 4872 | [AML /O6,F767 jamull 774085 APRIL 274,926 =a £49,078 
Nationa 
Producer ....... 56 31 606 506 4,067 228 048 3,772 1,938 049 wa Hea 
“Nation's “Ag icuiture. 87.2 65 418 445 3,250 2512 «sess «= Oooe 328028 (33,064 nay] 64,/7/ } (64,460 404,987 
Ww rse arm 
et —~ eee 35.5 33.0 266.7 2726 15,978 14,802 120,040 122,677 12,127 11,221 
Ohio Farm Bureau News 93 84 718 69.6 4205 3,794  — 32,280 305 3,930 3,634 Guest tints Gaul 
Pacific Poultryman ... 30.9 286 243.9 219.5 13,270 12,267 104,681 94,213 8,007 7,159 mercial Display Bx. 
oultry Tribune: cluding Poultry, 
Western Edition ... 234 22.3 264.0 2480 10,029 9,579 113,258 105,938 8156 7,500 ji : 
“a Eastern Edition... 31.0 283 3575 3342 13317 12156 153407 143,420 10549 8/800 (ee ee. OG ee ae and Ue 
Central Edition .... 27.1 25.3 3006 287.1 11643 10,847 129,028 123,178 9459 8,336 - ee Bee iso 1980 Cr lg al 
Se ie ee ee | 
) Southern Planter ..... 183 131 1816 1810 12,809 9167 127,065 126,650 11,826 8180 | Homestead ........ 74.1 745 393.3 398.4 58,123 58,384 347 312.417 $3,013 $4,019 
Turkey World ........ 24.0 25.5 320.9 315.5 10,288 10,958 137,683 135,304 7/684 8011 | Washington Farmer... 44.9 523 225.1 251.1 33,932 39,503 170,154 189,774 31,356 37,195 
st A eal Se a a: a we a: Se — 107 ise 193 172 3388 10,913 567 134,889 1883 2,170 
75 wipe prereieee 96.1 72.9 585.3 639.6 40,376 30,618 245,858 267,505 13,377 12,031 | Wisconsin Agriculturist.. 3? (Go ms 20s wm an me ee ae oe 
m ee ee nal? eee Dal ee ae | ee ee ee ed 081. 5 r. " 
mer Ssecccesieve 146.7 13.6 — 14,938 12,166 _- _ 12,110 9,394 onet incinded in totals. Py page size 1950. This edition also carries all linage carried in Western Farm Life. 
Howry Group ...... 755A 670.6 61222 60129 364,147 322,064 2931107 2859000 277470 238.411 
ii *Not included in totals ‘June-July issues combined. *May linage. Bi-Weeklies — Mer 
23 Arizona Farmer ...... 64.3 56.7 323.9 324.8 48,588 42,860 244,881 245,619 46,705 38,776 
oH Newspaper Monthly Farm Sections Calorthern Edition ... 56.7 56.7 278.6 281.0 42,826 42,898 210,532 214,422 39,781 39,208 
324 Iowa Farm & Home Southern Edition 57.9 50.9 280.1 268.6 43,728 38,487 211.564 203,017 40,683 34,757 
= Register... 18.1 16.5 135.1 135.7 19,292 17,609 144,141 144,755 19,054 17,224 | Dairyman’s League News 135 121 66.0 50.3 9897 8819 48,161 36,595 8520 8,090 
108 aaa. - = = SS i — Se (fe Oe ...... 192.4 176.4 948.6 524.7 145,039 133,064 715,138 699,653 135,689 120,831 
“+ Farm News ...... 1.7 19.2 1094 113.5 12,418 20,496 _117,320 _ 120,952 10,166 18,966 | Weeklies — May 
Total Group ...... 37.2 412 2827 “277.7 “39,075 43,593 ~ 299,823 ~ 294,246 36,585 41,678 Gaette thane 
te Current Month Com- | City Star ......... 27.2 26.0 133.7 140.0 66,998 64,171 329,624 345,24. 52,398 48,952 
189 ay lay Ex- | {[Five issues 1950; four issues 1949. 
594 ‘ 
Total Advertising, In Pages—, Teta tn Lines ——, Classified and Live- 1s 
e tthe aa “ie aie aie Chae Daly 0 May 
ae eS "i950 ated ed Iapertepeees 22.6 19.1 153.6 129.4 48,132 40,645 326,942 275,362 30,504 25,694 
al Semi-Monthly — May Kansas Cty Daily Drovers 36.0 24.2 181.8 152.2 59,554 51,549 386,916 323,997 38,006 33,705 
a SCalifornia — ee 2 ae ae ee Oe SS ee “e Ly ae .. 279 216 175.7 151.5 59,407 45,868 373,916 322,192 42,000 30,472 
Colorado iE am. Sees tou ail rt 163 124 1132 90.2 34,598 26,308 240,593 192,080 27,497 18,384 
haiti 37.0 318 1683 142.8 27,954 23,998 126,139 107,922 25,294 21,410 oor aap ceceee 948 773 6242 523.3 201,691 164,460 1,328,367 1,113,631 138,007 108,255 
-_ tn: aa > = 2:210 2,992 —— 2210 2992 
e | fata 6) Be Be i Sel Se ae et Set Be: | Canadian 
357 "$ Dairyman .... x ; K é " , . ‘ , **Canadian Coun 41.7 46.3 217.0 230.5 29,209 32,412 151,976 161,295 22,156 25,924 
38 ldo Former ee... a78 522 2295 284 36142 39498 193503 losiaah 35'586 S7'imy | “Country Guide, 40.0 39.0 277.2 263.9 28,769 28,102 199,465 190,026 28,769 28,102 
| Meer Sie ee at eS Be ee ee Bees es teas | “uo dee 
sas armer ...... . . e. . . ’ Oi A ’ tas 
ae Michigan Farmer’... 47.7 415 2604 2505 36657 36509 199944 199902 30.568 Sege2 | Eastern Edition ... 922 991 M909 6687 S22 OD 8 (SBT Se eles 
49 Missouri Farmer ...... SE SS 262 352 4997 5370 27517 26918 4616 5,056 | , Westun Edition ... 13) 251 1441 1508 44363 18051 103791 losis inte ives 
+14 Missouri Ruralist .... 28.3 30.4 169.9 169.3 21,512 23,102 129,186 128,587 18,983 19,888 | *farm a, : . . ’ ’ , ’ ’ , 
210 New ‘Enpland "Nomasiead S72 581 2003 209 Soe Sootc Gabase | eoaeg ETS eer | ication nn nen-s- 44.7 48:1 225.1 239.0 32,275 33,701 157,605 167,282 24,303 27,594 
53 Ohio Farmer Pete 54.9 49.6 284.1 283.2 42,164 38.159 218,237 217,538 37,504 33,524 ay ‘B, ~- .. 30.2 29.1 211.9 193.2 21,107 346 §=6148,254 §=135,245 19,666 19,314 
jon Farmer ....... e . < le A A fi ’ " 
Bs Oregon Grange Bulletin. 21.6 191 81.7 71.7 23324 201790 S864 76'300 231324 20.790 Pe... PEE Te mt S22 Ne a OSS OS Rs Se 
65 pak taur..) Go 146 wos 58 aut te ae ines San aie we al Group ...... MISA 87 TIGER T2632 WTI BOASK7 Tises67 T2B0E 284,072 277,788 
523 Utah Farmer ........ 36.4 39.3 154.1 195.9 26,533 28,642 112,326 142,719 25,860 2 '715 | **May linage. a. Cunnsiative totals January-May. *June linage. Cumulative totals January-June. Not included in totals. ’ 
945 
145 ‘ ‘ ; 
| West Rejoins Syivania Clough Leaves GE Tampa Repeats Its Bid forCuban Tourists _| lief that prosperity for the west 
~{ Thomas W. West, formerly sales | for Fairchild Post : ; coast of Florida means prosperity 
promotion editor of the Crosley di-| John H. Clough, who has re-| TamPa—Following up a cam-|uled to appear in 18 riewspapers, | for Tampa. 
568 vision of Avco Corp., has been|tired as chairman of the board|paign started a year ago, the Tam-|mostly in the South. ; 
~ named assistant advertising and|of the General Electric X-Ray pa Chamber of Commerce again| The Havana schedule stresses|¢@ In addition to its newspaper and 
promotion manager of the Colo-|Corp., will become president of|is making a bid for summer tour-| shopping and recreation, as a re-|folder advertising, Tampa plans 
nial —__ Corp: } pei ry — Fairchild Camera & Instrument | ist pusiness from Cuba, and is con-|sult of a chamber of commerce|to supplement its Central Amer- 
ery gg 4 West soovioady had Cup Jamaica, N. Y., on July 1. tinuing its efforts to attract visitors} survey showing that Cubans like| ican campaign this fall with a col- 
‘ " ince 1913, when he started : sas A ie about T After final 
20 been with Sylvania in an indus-| working in its Schenectady re-|{fom other parts of the United/to visit the U. S. because Amer-| or movie about Tampa. After fina 
=] trial relations and public relations| search laboratory, Mr. Clough’s| States. ican-made goods are cheaper here —— a tracks will be made 
166 capacity. business career has been with GE| A 10-week advertising schedule than in Cuba, even though a duty in panish and in English and 
and its affiliates. He was named| already has broken in the Havana|™must be paid when returning/|the film will be made available to 
Station KCOG Names Two president of X-Ray in 1933 and be-| newspaper Informacion, and aj through Cuban customs. organizations throughout North, 
_ Station KCOG, Centerville, Ia.,/came chairman of the board last| coanish-language folder soon will| Ads directed at domestic pros-|South and Central America. 
une has appointed Al Farber general| February. His retirement from the te Prose: t ize Florida’s western| 1T@mpa’s first bid for the Cuban 
) latter post is effective from June| be ready for distribution. The U. S.| pects emphasize Florida’s wes : 
manager and Ken Peterson pro-| la po: e . . d the Gulf beaches, in the| tourist market last year, a 10- 
gram director. 30. campaign consists of two ads sched-| coast and the aches, in the week newspaper campaign, showed 
311 definite results, with the number 
nL of visitors from Cuba more than 
65 doubling, according to checks of 
44] immigration records. 
cad While last year’s drive was on 
ee the extra-curricular side, the cur- 
rent campaign was budgeted a year 
as ago, when early results of the ’49 
221 program began to be known. 
59 eee FOR A Henry Quednau Inc. here han- 
530 oA x ig dles the campaigns. 
70 Millions of dollars have been spenton mended for direct-mail advertising of enieteed Dein En 
$30 f : h I I etic = h ppoints Larry Levine 
74 the problem of speeding up the pro- uxury-appeal merchandise such as Saoey-Liswind: feemerte esti 
duction and cutting the cost of full automobiles, furs, jewelry, gift items, production manager for Reiss Ad- 
color prints, but it remained for one toys and china; for use in sales presen- vere R.A RB a 
Jose Vilardell to actually put the deal tations and salesmen’s portfolios, and Shappe-Wilkes. He replaces Oscar 
over. The result of twenty-five years of for point-of-purchase display. Wiener, whe has joined Davis, 
: : cs aes i : elaney, letterpress printing, as 
+ ans See and ‘ae esgic Seeing is believing. For sample Vila- assistant production manager. 
tion, .Vilardell can now deliver fr : ; , 
Y, ? é . chrome prints and prices phone, write 
‘ one to a thousand beautiful high fidel- 5. Ding P TODAY ~ alae pst WIP Names Elber Director 
¥4 ity 8x10, 11x14 or 14x17 color prints |; aie teetiel ofl aunt Sam Elber, former assistant di- 
07 a day at unheard of low prices. 1on guaran pr we ed, Oo urse, rector of promotion and publicity § 
24 y P transparencies furnished have been of Station WIP, Philadelphia, has 
59 There are many uses for Vilachrome _ properly exposed or the original photo- Ralph so a ee 
prints but they are specially recom- graphs are taken in our studios. signed. : 
McCrady Joins Brisacher 
om Mal McCrady, formerly with N. 
59 W. Ayer & Son, and Roy S. Dur- 
stine, New York, has joined Bris- 
14 acher, Wheeler & Staff, Los An- 
359 geles, as an account executive. 
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Oakland Agency Moves 

Small & Gautreaux, Oakland, 
Cal., advertising agency, has 
moved its office from the Pierce 
Bldg. to larger quarters in Radio 
Village, 327 21st St. 


AFA District Plans Meeting 


New England District, Adver- 
tising Federation of America, will 
hold its annual convention June 
22-24 at the Hotel Preston, Swamp- 
scott, Mass. 


ENGRAVERS SAY 


You'll never find o better, blacker and 
more. permanent drawing ink than 
Craftint’s. New “66”—It’s extra water 
proof; too. 

PREE W) today 
on our lorterhood 
for hu sized som- 
ple bottle. 


THE CRAFTINT 
MANUFACTURING CO. 
1227 E. 15nd Street 

Cleveland, Ohio 


Group Discussion 
Method Explains 
Annual Report 


Standard of Indiana 
Develops Technique 
to Sell U. S. System 


By Bruce. BrRADWAY 


Cuicaco—‘‘Which company 
would you rather work for? Com- 
pany A, which just barely breaks 
even every year, or Company B, 
which makes a profit?” 

More than 5,000 employes of 
Standard Oil Co. (Indiana) have 
been asked that question during 
the past three months, in the 
course of an unusual series. of 
meetings designed to explain the 
company’s annual report to super- 


visory employes. 


Standard Oil Co. had five objec- 
tives: 

1. To give its employes a broader 
understanding of the company’s 
operations by explaining in de- 
tail its 1949 activities. 

2. To help employes understand 

their stake in the success of the 
company, its growth and its earn- 
ings. 
3. To help employes understand 
the nature of earnings and the 
importance of earnings in our na- 
tional economy, and in better liv- 
ing for everyone. 

4. To motivate employes to im- 


prove their positions by increasing 


productivity. 

5. To motivate employes to de- 
fend America’s successful business 
system against inferior substitutes. 


ws It was a big order. In order 
to accomplish the objectives, com- 
pany officials felt that it would be 
necessary to speak to the super- 
visors in small discussion groups— 
to hold guided discussions. 

Basis for discussions, they agreed 
should be the 1949 annual re- 


purt, a 32-page booklet which cov- 
ers the company and its subsidi- 
aries, financial status, production, 
purchasing, manufacturing, mar- 
keting, transportation, relations 
with people and, of course, the fi- 
nancial statement. 

But in order to adapt the report 
to the requirements of a discus- 
sion group, it was necessary to 
have a discussion guide and to 
train discussion leaders. 

The public relations and indus- 
trial relations departments, there- 
fore, wrote a 70-page guide (in co- 
operation with the accounting de- 
partment) and trained a group of 
men as conference leaders. 


s The series of meetings got under 
way in March, and the 5,000 em- 
ployes who participated began 
meeting in groups of from 15 to 
25. Conference leaders opened the 
discussions with the comment: 
“This year, Standard Oil’s 1949 
annual report was sent to your 
home. This is something new. In 
previous years, the annual report 
has been briefed for you in our 


.. and there are no missing links 


“No Chain is stronger 
than its weakest link..: 


I 


ina 


Donnelley produced “Mail Sales Plan! 


For the complete story of how Donnelley can 


There is no substitute for experience! And experi- 
ence has shown there are basic links that must be 
welded together to form the complete “chain” of 
a successful Dealer Help Mail Sales Plan. Weak- 
ness in any one of these links can destroy the 
effectiveness of the entire plan! Here at Donnelleys 
we are only too aware of these important facts. 

With a Donnelley prepared Mail Sales Plan, 


you are assured 


of a systematic program that 


welds all the vital links shown above into a pro- 
ductive sales aid—a plan coordinated with your 
other merchandising activities to further stimulate 
the sales of your dealer organization. 

With the Donnelley produced plan, you and 
your dealers are assured of the greatest value per 
advertising dollar spent. Donnelley experts follow 
your program from its planning and creation to 
the final placing of your mail in the hands of pros- 


pects. Every step is carefully supervised! . 


-- ho 


link is overlooked! 


help you get better results from your Dealer Help 
Direct Mail, call or write your nearest Donnelley 


office. 


*Direct Mail for local dealers, sponsored by major 


suppliers. 


largest contests. 


quickly and efficiently. 


campaigns. 


OTHER DONNELLEY SERVICES INCLUDE: 


® Couponing-by-Mail—an “Occupant List”’ of 
over 35 million addresses, 98.4% accurate! Plus 
complete addressing and mailing service. 


® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 


® Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 


® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 


_ THE REUBEN H. DONNELLEY CORPORATION - 


350 E.22nd ST- 
CHICAGO 16, ILL. 


305 E. 45th ST. 
NEW YORK 17, N. 


beet eyed 


727 VENICE BLVD. 
OS ANGELES 15, CALIF 


ee, 
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COTTAGE CHEESE DRIVE—The Borden 

Co.'s Chicago milk division is running a 

series of eight four-color ads like this 

in the Chicago Tribune’s Thursday food 

section to promote Borden’s “small curd” 

cottage cheese. Young & Rubicam, Chi- 
cago, is the agency. 


employe magazine, or presented in 


a special booklet such as ‘Our 
Company.’ 
“This year, you received the 


regular annual report to stock- 
holders. Although it might seem 
that the stockholders’ interests in 
the company are different from 
the things that we want to know, 
let’s examine the annual report. 
Let’s try to find the answers for 
the questions we might have about 
the company or its operations. Let’s 
see what’s in it for us!” 

The last sentence set the key 
for the entire meeting. Participants 
were encouraged to ask, ‘““What’s in 
it for me?” and other members of 
the group were encouraged to sup- 
ply the answers. — 


m The conference leaders were 
trained to throw out questions and 
develop intelligent answers. But 
no answers were dodged. In fact, 
participants were asked why the 
company has subsidiaries, and why 
the operations of Standard of In- 
diana are limited to 15 midwestern 
states. 

This, of course, led to discus- 
sions of the early history of the 
company, including the separa- 
tion of the original Standard Oil 
Co., which was covered in suffici- 
ent detail to satisfy the members 
of the discussion groups. 

After about ten minutes of pre- 
liminary conversation, the groups 
were shown a 35 mm. sound slide 
film on “Our 1949 Story in Pic- 
tures.” The film explained why net 
earnings were off about 25¢ on 
the dollar in 1949; showed scenes 
which dramatized exploration and 
production problems, and_illus- 
trated the work of the many 
branches of the company, including 
that of the advertising department. 


ws The company’s advertising strat- 
egy was described briefly, and the 
objectives listed. Its use of institu- 
tional advertising was explained 
and the entry of Standard into 
television also was noted. 
Conference leaders then ap- 
proached the balance sheet, with 
questions designed to eliminate 
the “mystery” from the financial 
statement. The various terms, such 
as current assets, amortization and 
accounts receivable, were explain- 
ed by the group itself as the result 


NORTHERN WISCONSIN 


CABIN 

FOR RENT 
Private, secluded, heavily wooded. 
On the Flambeau River Flowage. 12 
miles from Mercer. 390 miles from 
Chicago on route 51. Two trains 
daily C&NW. Sometimes good fishing, 
other times considerable work. Sub- 
stantial year ‘round cabin. 2 bed- 
rooms, living room, large kitchen, 
screened porch. Boats. | want a 


ighbor this and will make 
attractive season rate. 
Brooks Taylor 


The American Weekly, 326 West Medison 
St., Chicago 6, II. Phone State 2-3434 
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- enlarged Cheshire offices at 6533 
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of carefully directed questions by 
the leader. 

In order to maintain attention 
throughout the two-hour sessions, 
Standard used a series of props 
and “audience participation” gim- 
micks to dramatize various points. 
A wooden “dollar” almost two 
feet in diameter, for example, was 
used to show how the customer’s 
dollar is divided among raw ma- 
terials, wages, dividends, earnings 
retained for use in the business, 
replacement purchases and taxes. 
The various segments of the dollar 
are held together by dowel pins 
and may be removed with a dash 
of showmanship. 


as At the end of each meeting, dis- 
cussion leaders asked a series of 
questions designed to bring the 
operation of the American profit 
and loss system into sharp focus. 
Typical of the queries are the fol- 
lowing: 

“What did the customer get for 
the 2.9¢ paid to stockholders?” 

“If there were no hope of earn- 
ing a fair profit, would anyone in- 
vest his savings in a business?” 

“Was this dividend payment 
necessary to get the customer the 
things he wanted?” 

“What did the employes get 
from the 2.9¢ paid to stockhold- 
ers?” 


= “How do new businesses get the 
money for the tools they need?” 

“Where does the money in banks 
and the money people use for stock 
come from?” 

“How many of you would prefer 
to work for the company that just 
breaks even?” 

“How many of you would prefer 
to work for the profitable com- 
pany?” 

“What can we do to make our 
operations profitable?” 

The program, which reached 
about 3,000 supervisors in the re- 
fineries and 2,000 persons in the 
marketing divisions, is the first 
in a series of supervisory training 
programs. The public relations and 
industrial relations departments 
already are working on a similar 
series of meetings on the subject 
of taxation. 


British Study U.S. Markets 


Designed to help Great Britain’s 
drive to gain dollar self-sufficien- 
cy, ten British textile industry 
leaders are now making the first 
British marketing study in the 
United States under the Marshall 
Plan, The study will give a first- 
hand insight into American mar- 
keting and distribution methods in 
department stores, warehouses, 
wholesale and retail fabric centers, 
and firms manufacturing wearing 
apparel and other textile goods. 


Standard Brands Ups Lee 


Joseph A. Lee, general sales 
manager, has been named Ist vice- 
president of Standard Brands Inc., 
New York. He will be in charge 
of operations of Fleischmann Melt- 
ing Co., Standard Brands Inter- 
national, Fleischmann Distilling 
Corp., vinegar division and special 
products division. Albert R. 
Fleischmann succeeds Mr. Lee as 
general sales manager of Standard 
Brands. 


Gibson Names Cheshire 


Grace Gibson Radio Productions, 
Hollywood, has named Cheshire & 
Associates, Hollywood, to handle 
the sale and distribution of its en- 
tire group of transcribed dramatic 
programs, seven complete series 
in all. The Gibson sales office at 
6700 Sunset Blvd. has been closed 
and the staff and equipment have 
been consolidated with the newly 


Hollywood Blvd. 


Mortuary Names R&R 

Betty McKinley has been placed 
in charge of advertising and public 
relations for Utter-McKinley Mor- 
tuaries, Los Angeles. The concern 
has appointed the Los Angeles of- 
fice of Ruthrauff & Ryan as ad- 
vertising counsellor. A newspaper 
educational campaign is planned 


for the future. 


Prince Gardner Uses New Layout Technique 
in $200,000 Magazine Drive Next Fall 


Sr. Louis—Prince Gardner Co., 
manufacturer of billfolds, key 
cases and personal leather goods, 
will launch a $200,000 magazine 
campaign in August adapting win- 
dow display techniques to national 
advertising. Grey Advertising 
Agency, New York, is handling the 
account. 

Described as “point of sale” con- 
ceived advertising, the campaign 
will use three-dimensional dis- 
plays translated into four-color 
ads in Life, Look, Mademoiselle, 
The Saturday Evening Post and 
Seventeen. The displays will ap- 
pear as One and two-page ads in 


issues from Aug. 17 through De- 
cember. 


@ The ads were set up by photo- 
graphing miniature versions of 
store displays which made use of 
cutouts and backgrounds mounted 
in shadow boxes. Prince Gardner 
products were then superimposed 
and the whole thing re-photo- 
graphed. 

Prince Gardner won _ several 
prizes for the best Christmas ad- 
vertising of 1949, including its no- 
mination by Eastman Kodak as 
sponsor of the best Kodachrome 
ad of the year. 


‘Times-Star' Promotes Two 


George Dhonau has been pro- 
moted from classified advertising 
manager to local advertising man- 
ager of the Cincinnati Times-Star. 
He has been with the paper since 
1925. Harry P. Bowman, on the re- 
ail display advertising staff, has 
been named to succeed Mr. Dho- 
nau as classified advertising man- 
ager. 


Industrial Group Elects 


James C. Worthy, in the person- 
nel department of Sears, Roebuck 
& Co., Chicago, has been elected 
president of the Industrial Rela- 
tions Association of Chicago. Other 
officers are: E. B. Busby, vice- 
president; James D. Perley, sec- 
retary, and Mac Henry Schafer, 
treasurer. 
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Marlin Names Jones Agency 
Marlin Firearms Co., New Haven, 
Conn., has named Duane Jones Co., 
New York, to handle advertising 
for the firearms division, formerly 
serviced by Craven & Hedrick. The 
Jones agency has been handling 
Marlin razor blades since last June. 


James }. Woolf 


Advertising 
Consultant 


Inquiries invited from 
isers and agencies 
Santa Fe, N. M. 
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dvertisers who 


know the inside story 


of the San Francisco 


market know 


big sales potential in 
the suburbs... just 


outside our City Zone! 


there’s 


Drug Sales Prescription in 
San Francisco’s “Best Circles” 


care 


~ Sichmond 


“CONTRA. 


Drugs — like food — sell bigger 


in Trading Zone than City...which makes you 


a natural Chronicle advertiser! 


Ao alam gh the way drug sales break down between 
our City and Trading Zones: With the BIG part outside San 
Francisco.* Not that we sell our City Zone short. But it happens 
The Chronicle puts you in touch with the best of this market’s 
families in all zones . . . top-district city families plus the higher- 
income suburbanites. This balanced circulation coverage makes 
The Chronicle first-choice medium with San Francisco department 
stores and women’s specialty shops! 


*Sales Management's 1950 copyrighted survev 
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Results? 


He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


_He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Harrison 17-2063 Chicago 


SPACE SALESMAN 
Nationally known manufacturer of adver- 
tising book matches wants men with na- 
tional or local account contacts to sell 
advertising space-distribution on book 
matches. Liberal commission. Full or 
. You can also handle large 
sales to industrials, hotels, 


3201, ADVERTISING AGE 
Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


Advertising and Sales Promotion Manager 
wanted by leading New York publisher of 
business publications. Must be experienc- 
ed in creating and producing a volume of 
sales eH .. — —— advertising 
sales tations and adver- 
tising. or full details with recent snap- 
shot (to be returned) to 

Box 3171, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Information for Advertisers 


No. 3636. University and College 
Residential Building Programs 
Analyzed. 

Housing and dormitory needs 
and the amount of residential 
building actually planned by col- 
leges and universities for 1950 are 
analyzed in this survey by Archi- 
tectural Forum, The study covers 
residential programs for both 
faculty and students. The market 
for merchant-built apartment 
projects is also reported. Title of 
the survey is “American College 
and University 1950 Residential 
Building Programs.” 


No. 3638. Gas Company Expendi- 

tures for New Construction. 

How 73 major gas utilities plan 
to spend $336,000,000 on their 
systems in 1950 is told in this 
study offered by Gas. The study 
also shows the routes of all pipe- 
lines reported by the major com- 
panies as projects to be under- 
taken or completed this year. Title 
is “For Better Gas Service: $336 
Million.” 


No. 3640. Analysis of Market for 

Pharmaceutical Preparations. 

The value and distribution of 
pharmaceuticals, biologicals and 
preparations are tabulated in this 
new study by Modern Medicine. 
The folder also shows the distribu- 
tion of forms in which ethical 
pharmaceuticals were manufactur- 
ed. Title is “Pharmaceutical and 
Biological Products Manufactured 
in 1947.” 


No. 3641. Blueprint for Package 

Engineering. 

This 24-page book is a guide to 
basic design principles for “en- 
gineering” corrugated boxes to 
meet product requirements. The 
book includes a “package engi- 
neering blueprint” for analysis of 
packaging problems and a “pack- 
aging questionnaire” for analysis 
of packaging prograras. It is offer- 


ed by the Hinde & Dauch Paper 
Co., Sandusky, O. 


No, 3642. Farm Equipment Market. 


Implement & Tractor’s compre- 
hensive study analyzes the nation’s 
farm equipment market and dis- 
tribution methods and services of 
farm equipment dealers. County- 
by-county information for each 
state is provided as an aid in de- 
termining market and sales po- 
tentials. The analysis is titled “Im- 
plement & Tractor Market Data 
and Media File 1949-1950.” 


No. 3643. Farm Equipment Dis- 
tribution Services. 


This “Directory of Jobbers and 
Manufacturers’ Agents Serving the 
Farm Equipment Industry” is an 
analysis of distribution services 
and facilities offered by over 1,800 
such organizations. It also reports 
on the size of sales forces, ware- 
housing and products handled. The 
study is offered by Implement & 
Tractor. 


No. 3647. New Market Study of 
Worcester County. 

Effective buying income, retail 
sales, and the industrial and agri- 
cultural production of Worcester 
County, Mass., are studied in this 
12-page brochure offered by the 
Worcester Telegram-Gazette. Title 
is “Gear Your Advertising Dollar 
to Meet a Great Sales Opportun- 
ity in Worcester.” 


No. 3648. Men’s and Women’s In- 
fluence on Purchases. 

A new study, “Male vs. Female 
Influence in Buying and in Brand 
Selection” is offered by True. The 
study is a guide to determining 
the relative importance of men 
and women in making actual pur- 
chases, in instigating purchases 
and in selection of a_ specific 
brand. Some 60-odd products are 
studied. Income as a sales factor 
is also charted. 


Note: Inquiries for items listed above will not be serviced beyond July 31. 


SE COUPON TO OBTAIN INFORMATION 


USE 


| Readers Service Dept., ADVERTISING AGE 
j 200 E. Illinois St., Chicago 11, Ill. 


| Please send me the following (insert number of each item wanted 


—please print or type) 


| NAME TITLE 
; COMPANY 

| ADDRESS 

CITY & ZONE STATE 


[er 


PERSONALIZED SERVICE 
We have Ne looking for outstanding 
individuals tion and‘ Advertis- 
ing, Sales spennanion and nagement. 


Writers, Publicity, “Public Relations, Me- 
dia Art and Production talent. 

THE NONES. COMPANY 

14 E. Jackson Blvd. Chicago 4, Ill. 


WANTED: Young man with some know- 
ledge of offset printing to aqgeqeent a pro- 
gressive organization in a Chicago terri- 
tory. Drawing account and commission. 
Must have own car. Experience in selling 
desirable but not essential. Write com- 
pletely, giving full particulars. 

Box 3200, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


©. WP, FURDTBTEIT ceccccsscesecsccescecees PLACEMENTS 
Advertising Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
The Salesman Placement Service 
8 S. Dearborn St., Chicago 3; CE-6-6973 
ADVERTISING, MARKETING TEACHERS 
for leading colleges and Universities. 
Salaries to $7000. Give Phone, Photo, 
Qualif. Cline Teachers Agency, East 
Lansing, Mich, 


ADVERTISING SALESMAN 


trade publication, large ABC 
circulation in whneals field. ience 
preferred but not necessary. cellent 


opportunity, headquartering in New York. 
Give complete details—experience, edu- 


eation, age, salary required. 
Box 3202, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


HARRISON PERSONNEL SERVICE 
Established 1915 

Sales Executives-Advertising-Sales Pro- 

motion-Editorial. Ask for M. B. Muench 

20 W. Jackson Bivd., Chicago 4, Ill. 


Wanted 
Combination Advertising and Display man 
Cc. W Klemm Inc. Department Store 
Bloomington, Illinois 
WANT TO MAKE A CHANGE? 

If you are now an assistant advertising 
manager with experience in the major 
appliance industry, let us hear from you. 
Handle sales promotion, advertising, 
house organ, agency-contact. Mfr. with 
national distribution in N. W. Chicago 
suburb. Appliance background is a 
“must”. Position is open right now, and 
provides a wonderful Veppervenity for an 

alert, aggressive young man! 
Box 3203, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLICATION PROMOTION MAN 
Must be an idea man experienced with all 
phases of layout art copywriting repro- 
duction of mailing pieces also follow 
up mailing to completion. Established Pub- 
lisher in trade and consumer magazines. 

Box 3204, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ne pe PRODUCTION MANAGER 
handle tradepaper ad, ect mail 
+ bulletin production for nationally 
recognized industrial agency. Congenial 
associates ...appreciative management. 
Start as Assistant egy Manager at 
$70 to $85 per wee . take over as Man- 
ager with her PEE as soon as ability 


permits. interviews confidential. 
Andrews ency, Incorporated, 2051 West 
Wisconsin Ave., Milwaukee Wisc. 

West 3-1355. 


Ace Copy Chief-Top agcy Open 
Supervise cons. food accts. Relocate 
Sony weltes-tiader home appili.... $10000 
Promotion Mgr-Copywriter . 
Cosmetic tr. prom. Dir. mail. 


Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Rm. 412 Ha. 7-6520 


REPRESENTATIVES AVAILABLE 


fo ge Manogee for 7 day morning- 


y+ pw A growi midwestern . 
Job calls for th the right experience in newspa 
or agency field, good knowledge of retelling, 


sales promotion, and dealer relations. 
rienced staff now on the job. Successful a or. 
cant will handle national accounts and Ce 
supervision of both local display and ome 
managers. Man under 40 preferre 

open. Send full information in first letter. ak 
inquiries strictly confidential. 


Box 7636, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


PUBLISHERS’ REPRESENTATIVE 
To the publisher of a sound consumer or 
business publication, I can offer sound 
home office type advertising sales repre- 
sentation. Experienced, established, ade- 
quately f ced. Cover Chicago and the 
wen, Commission or other suitable 


‘Box 3209, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 
Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge Omaha, Nebr. 


RADIO 


astically in its future. 


powerful sell. 


Writer, Director, Producer 


WANTED 


THE MAN we’re looking for is not a cub; 
neither is he a swivel chair biggie. He’s a young, 
intelligent, creative executive who has helped 
this infant medium of TV grow. 


HE knows the medium; 
he has tested its strength and weakness; he 
believes intensely in its present and enthusi- 


HE can project its usefulness in sound selling 
terms to present and prospective clients. 


HE can create and write, as well as produce. 
His work has a professional sheen as well as a 


THE AGENCY is young, alert, financially sound. 
Its staff knows of this opportunity in the five- 
figure salary bracket. With your first letter, 
include complete and chronological resume of 
education and experience. 


Box 7644, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


and TV 


he has watched it sell; 


Advertising Age, June 19, 1950 
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YOU CAN HIRE SUCCESSFUL 
EXPERIENCE FOR YOUR SPACE JOB 


persisten 
rd grad. Now empl. 
Wants more opportunity, prefer Chicago. 
Box 3184, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
LAYOUT ARTIST 
ay desires chang 
yrs. gen’l exp. . grad. 
Oo? ee 3198, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING MANAGER strong on 
creative leadership, production and fol- 
low-thru seeks heavy responsibility as 
department head or assistant to busy sales 
jally wide experience in 
materials, 


related 
ustr’ ve, con- 

, forty. No objection to smaller 
community. Salary and/or incentive, 
$10,000 to $15,000 depending upon job 
and surroundings. 

Box 3199, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
I have an attractive proposition for a 
small, medium or large ad agency where 
clients demand and need effective public 
relations and prcmotional service. sol- 
id years of theatrical, retail and whole- 
sale experience. Plenty of newspaper, 
radio and TV know-how plus top-flight 
contacts. Young (29), ve! If you 
want results fast—I can deliver! 

Box 3205, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

FRESH COPY 
WITH A SELLING PUNCH 

Can you afford to pass up a man whose 
copy builds sales through a fresh, vital 
approach? I’ve written everything from 
letters to magazine ad copy. Know mail- 
order, radio, food, and industrial adver- 
tising. My “plus” skill: bold 
uals. College graduate, 33. 

Box 3206. ADVER 

200 E. Illinois St., Chicago 11, Ill. 
COPY-CONTACT MAN with solid 10 year 
background of consumer and industrial 
experience. Past 5 years with small agen- 
cy servicing clients, planning campaigns, 
writing copy. College trained, married, 
age 30. Now employed. — A gergnas size 
agency in Chicago or Mid 

Box 3207, ADV ERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ILLUSTRATOR exper; penline specity; 
cartooning; knowledge layout; take studia 
or agency position. Sal. open. Plaza 2-2745. 
5238 Woodlawn, Apt. 111 Chicago 

ADVERTISING SALES PROMOTION 

Head of New Business Dept. National Pub- 
lication. 8 years experience radio and 
visual fields. Sales, sales promotion, 
customer contact, copy, layout, produc- 


tion. Age 31. 
Box 3208, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising, Mdsing, Bus. Adm. strong 
ideas, copy. 27, coll. ed. Retail Mail Order, 
Mfg. exp. 


ont 3195, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AGENCY ; 
DIRECTOR 


P Agencies foreseeing the coming 
impact of television on adver- 
tising strategy, are preparing to 
render their clients a fully inte- 
grated service. Former agcy. 
exec., now on TV producing 
staff, will head agency TV dept., 
coordinate other media, plans, 
presentations. Salary $12,000. 


Box 7641, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


PUBLISHER’S 
REPRESENTATIVE 


wanted in 
Chicago and Mid-West 


for group leading business 
publications. Accounts in 
equipment, furnishings and ar- 
chitectural materials. 


Box 7643, ADVERTISING AGE 


11 E. 47th St. 
New York 17, N.Y. 


YOU'RE IN LUCK 
IF YOU TAKE MY GIRL FRIDAY 


Our firm is moving to sunny Cali- 
fornia. She prefers Chicago. 
Knows art, plates, and printing. 
Writes copy, radio script, and is a 
crackerjack steno. Hurry if you 
want her. R. Cook, Advertising 
Manager, Wabash 2-8841. 


AGENCY TV SPECIALIST... 


seeks a sounder connection. For past two years 
has written and produced for TV, bought tal- 
ent, selected time-slots, edited film, and paci- 

fied clients. Knows how to make TV do a sell- 
ing job! Heavy a 

and contact. Now 1 
Chicago agency. 
Box 7645, ADVERTISING “se 

200 E. Illinois St., Chicago 10, Ill. 


ency background in copy 
Directo? ‘or video-active 
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‘Advertising Age, June 19, 1950 


National Nielsen-Ratings of Top Radio Shows 
Week of May 7-13, 1950 


All figures copyright by A. C. Nielsen Co. 

Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, tee > (AVERAGE FOR ALL PROGRAMS) (3,175) (7.8) (—1.5) 
indie Theaters (CBS) ......-.ccccccceee 8,221 20.2 —48 
> 3 Seek = (CBS, Lucky Strike) ............ 6,553 16.1 —2.9 
3 7 Charlie McCarthy Show (CBS, Coca-Cola) ...... 6,309 15.5 —0.1 
4 3 Godfrey's Scouts (CBS, Lipton) ............ 6,146 15.1 —3.5 

5 a Walter Winchell (ABC, Richard Hudnut) ...... 5,902 14.5 —3.2 
6 5 My Friend Irma (CBS, Lever Bros.) ......,.. 5,657 13.9 —3.2 
7 8 Amos ‘n’ A , Lever Bros.) .......... 5,617 13.8 —14 

8 16 Red Skelton (CBS, P&G) ......-.--..--eeee 5,535 13.6 —0.1 

9 15 You Bet Your Life (CBS, DeSoto, Plymouth). . 5,332 13.1 —0.7 
10 22 Dr. Christian. (CBS, Chesebrough) .......... 169 12.7 +0.2 
EVENING, we w Cxees FOR ALL PROGRAMS) (1,832) (4.5) (—1.2) 
1 2 Se Blin ad nck seWews po.¢00 0 378 8.3 —2.3 

2 4 ont Ranger (ABC, General Mills) .......... 2,849 7.0 —2.3 

3 Counter-Spy (ABC, Pepsi.Cola) .............. 2,686 6.6 44 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,954) (4.8) (—0.7) 
1 1 Arthur Godfrey (CBS, Ligg. & Myers) ........ lll 10.1 —0.4 

2 4 Arthur Godfrey (CBS, Nabisco) .............. 3,541 8.7 +0.2 
3 6 Romance of Helen Trent (CBS, Whitehall) 3,297 8.1 0.0 

4 7 Arthur Godfrey (CBS, Gol: Me nesehéisoxss 215 7.9 2 
5 13 Wendy Warren (CBS, General Foods) ........ 134 7.7 +0.1 

6 11 DT WA UE wake anekeaseses ce ceed 3,134 7.7 0.0 

7 12 Aunt Jenny (CBS, Lever Bros.) ............. 3,053 7.5 —0.2 

8 2 Pepper Young's Family (nes, eae 2,930 7.2 —17 

9 16 Our Gal, Sunday (CBS, Whitehall) .......... 2,930 7.2 +0.1 
10 15 GUS Gilter GEE, Pete cose descseccccccccce 2,890 7.1 —2.0 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,669) (4.1) (—0.8) 
1 1 Armstrong Theater (C ‘ae SS oo EE 070 10.0 —0. 

2 3 Stars Over Hollywood (CBS, Armour) ........ 3,460 8.5 —0.7 
3 2 Grand Central Station (CBS, Piltsbury) i ediaty 4 3,215 7.9 —2.0 
DAY, SUNDAY Avennee FOR ALL +a aad Q ,262) (3.1) (—0.4) 
1 1 True Detective Mysteries (MBS, Williamson) . 2,930 7.2 —14 

2 3 Shadow (MBS, DL&W Coal-Grove Labs.) ...... 2,646 6.5 —0.4 

3 2 Martin Kane, Private Eye (MBS. General Foods) 2,564 6.3 —0.9 


NATIONAL NIELSEN-RATINGS—The number of homes reached, as listed above, in- 
cludes homes reached during any part of the program, except for those tuned in 
for less than five minutes. The figures referring to the number of homes reached 
are obtained by applying the Nielsen-Rating (%) to 40,700,000—the 1950 estimate 


of total U. S. 


radio homes. 


Steps to Take to Introduce Grocery 
Item Told by Agencyman Williamson 


New YorkK—James Williamson, 
vice-president of Peter Hilton Inc., 
says in the current issue of Food 
Field Reporter that ad money for 
a new product must be spent ac- 
cording to plan, and “it takes 
three to four years to establish a 
consumer item and twice that for 
an industrial product.” 

Mr. Williamson, who has launch- 
ed such items as frostings, frozen 
foods, household cleaners and tea, 
says it is essential in setting up an 
ad budget for a new grocery item 
to obtain information on one or 
two good competitors concerning 
their advertising costs in relation 
to their sales figures. He suggests 
Media Records, Dun & Bradstreet, 
stockholder reports and trade pub- 
lications as sources for such in- 
formation. 


a “To accommodate anticipated 
demand, a production and sales fig- 
ure must be set up for the initial 
period, which is usually reviewed 
quarter by quarter,” he adds. 
“Such figures are largely an ‘edu- 
cated guess’ in that, after assem- 
bling and weighing all the infor- 
mation obtained, it is necessary to 
make an estimate of what can be 
reasonably accomplished ad-wise.” 

At the same time, he continues, 
an outline should be made of the 
markets or sales areas selected to 
absorb the projected volume and 
to receive advertising. 

He says the manufacturer 
should, through his advertising 
agency, consider what the basic 
medium of advertising should be. 
“The type of audience reached by 
the medium, the cost, the kind of 
impression needed and other fac- 
tors will influence this choice,” 
Mr. Williamson says. “At least 
50% of the families in the market 
must be reached in order to favor- 
ably influence distribution and se- 
cure dealer cooperation.” 


= The use of space and radio or 
television time must be scheduled 
and computed, with a six-month 
period considered the minimum 
time over which to conduct such 
advertising. The cost of this pro- 
gram, he says, is the starting bud- 
get. 


“A similar sum to be used the 


following six months should be 
provided for and held in the off- 
ing, so that advertising for a year 
is contemplated. If the amount 
computed is more than you have 
to spend, usually it is better to re- 
strict your sales-advertising area 
rather than to spread out too 
thinly. 

“If you have more to spend, 
build up the family coverage to 
75% and hold the rest in reserve 
for some special effort or use of 
a supplementary medium reaching 
a special segment of the mar- 
ket, or for minor enlargement of 
the market coverage. 

“When your plan is completed,” 
Mr. Williamson says, “hold every- 
thing until you have enough basic 
distribution to give the advertising 
something to feed and grow on. 
Very often advertising can be used 
to influence important distributors 
such as chains, but in no case 
should the demands or ideas of 
such distributors be allowed to 
interfere with the basic job the 
advertising is to accomplish.” 


Red & White Corp. Elects 


Red & White Corp., Chicago, 
elected the following officers at its 
29th annual meeting in Chicago: 
Burt P. Flickinger, S. M. Flickinger 
Co., Buffalo, president; James A 
Slocum, Slocum-Bergren Co., Min- 
neapolis, vice-president, and Her- 
bert T. Webb, secretary-treasurer. 
Dave Thurston, vice-president, C. 
A. Cross & Co., Fitchburg, Mass., 
has been elected chairman of 
R&W’s national merchandising and 
planning committee. 


Goldman Sells WDAS to Leon 

Station WDAS, Philadelphia, one 
of the country’s oldest independent 
stations, has been sold by William 
Goldman, movie theater operator, 
to Max Leon, confectionery manu- 
facturer and conductor of the Phil- 
adelphia Pops Orchestra. Sale 
price is believed to be around 
$500,000. Under new ownership 
there will be an expansion of pro- 
motional activities, but no changes 
in personnel or format of present 
shows are contemplated. 


Runs 12-Page Insertion 
Rollins Burdick Hunter Co. -is 


using a 12-page insertion in the] 


current issue of Finance to tell 
about its “Insurance Audit for 
Business Management” program. 


Government Calls 
Servel Monopolistic 


PHILADELPHIA—The anti-trust di- 
vision of the Department of Jus- 
tice filed suit June 12 here against 
Servel Inc., charging monopolistic 
practices in the manufacture and 
distribution of gas refrigerators. 

The federal court is asked to 
break a patent monopoly and to 
rule that restrictive contracts with 
790 distributors be voided. 

Servel is chartered in Delaware, 
has headquarters in Evansville, 
Ind., and is the only manufacturer 
of gas refrigerators in the country, 
the government claims. 

The suit points out that, begin- 
ning in 1925, agreements were 
made by Servel and a predecessor 
concern with various foreign and 
domestic companies. These agree- 
ments allegedly gave Servel ex- 
clusive patent and sales rights in 
the U. S., Canada and Cuba and 
gave foreign companies similar 


2 privileges in other parts of the 


world. 


45 


The suit also charges that Servel Elects Collington President 


maintained a rigid system of dis- 
tribution contracts, under which 
its distributors were prevented 
from handling any other kind of 
refrigerator. The results have been 
stabilized prices at high levels, it 
is charged. Servel declined to com- 
ment until it has had a chance to 
examine the complaint. 


Starts New Publication 

A new publication, ORS, has 
been launched by Davis & Geck, 
Brooklyn, to provide the operating 
room nurse with a medium for 
keeping in touch with activities in 
the field, exchanging ideas, bring- 
ing new methods to light and dis- 
cussing topics of general interest. 
A copy is being sent to all operat- 
ing room supervisors and their 
staffs. A. J. Weisbrodt is Davis & 
Geck’s advertising manager. 


Jasco Appoints Wilder 


Richard B. Wilder has been 
named advertising manager of the 
Jasco Aluminum Products Corp., 
Westbury, L. I. He was formerly 
with Young & Rubicam. 


Business Newspapers Associa- 
tion of Canada has elected George 
Collington, of Hugh C. MacLean 
Publications, Toronto, as its pres- 
ident. Three have been named 
vice-presidents: Paul J. Hender- 
son, Consolidated Press, Toronto; 
A. H. Boyd, Wrigley Publications, 
Toronto, and J. J. Wallace, Holli- 
day Publications, Montreal. Ewart 
M. Haacke, Electrical News & En- 
gineering, Toronto, has been 
named secretary. 


SOUNDS LIKE MAGIC WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your own 
desk. It's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes loyout preparation easier, 
foster. Wide selection of type foces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


"HOSPITAL MANAGEMENT IS PARTICULARLY 
HELPFUL TO OUR DEPARTMENT HEADS” 


Says SISTER JOHN OF THE CROSS, Dean 
UNIVERSITY ‘OF PORTLAND COLLEGE OF NURSING 
ST. VINCENT’S HOSPITAL, Portland, Oregon 


Largest net paid ABC 
hospital circulation. 


Send for new surveys covering 
architects, food, equipment. 


HM Serves Executives 
Who Initiate Purchases 


HOSPITAL MANAGEMENT 
provides an editorial department 

to meet the needs of every important 
hospital department. Its consistent 
service, as letters like the one at the 
left demonstrate, makes HOS- 
PITAL MANAGEMENT an up-to- 
the-minute guide for administra- 
tors and their department heads. 


Se 


200 E. Illinois St., Chicago 11, IL 


With 88.56% of hospital 


administrators regularly routing 
HOSPITAL MANAGEMENT to 
their department heads, HOS- 
PITAL MANAGEMENT is an ef- 
fective, influential selling force 
among hospital executives who 


initiate purchases. 
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Early Census Results 
Show Population Shifts 
WASHINGTON—Results of the 1950 
population census are beginning to 
trickle in. There are some sur- 
prises. 
In general, it looks as if the esti- 
mated 150,000,000-plus for the na- 
tion will hold. But people aren’t 
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By STANLEY E. COHEN, Washington Editor 


always where Census Bureau 
thinks they are. 

New York City and the District 
of Columbia have already had hints 
of less-than-expected growth. 
Similar news is in the making for 
the Pacific Northwest and some 
southern states. On the other hand, 
Utah and some of the mountain 
states are exceeding expectations. 

Census Bureau believes its na- 
tional figures will hold because 
they are based on reliable reports 
of births, deaths and immigration. 
Its local miscalculations are blam- 
ed on the fact that there are few 
really good indicators of internal 
migration, other than school regis- 
trations. 


Despite the fuss in Congress only 
a fractional percentage of the pub- 
lic balked at any of the questions, 
including the income question. 
There will be no prosecutions. Of- 
ficials say cooperation was so good 
it wouldn’t be worth the time and 
the expense to harass the hold- 
outs. 

* ~ = 

By the time you read this, Presi- 
dent Truman will have acted one 
way or another on the basing point 
bill. Throughout the week he has 
been under terrific pressure from 
forces which have been debating 
the issue in Congress for more 
than two years. 

The fight for clarifying legisla- 
tion has raged since the Supreme 
Court upheld a Federal Trade 
Commission order outlawing the 
basing point price system which 
existed in the cement industry. 

Heavy industry claimed the 
court destroyed the right to ab- 
sorb freight or reduce prices in 
order to meet competition. But 
throughout the congressional de- 
bates, Federal Trade Commission 


contended it never questioned that 
right—in the absence of conspir- 
acy. 

FTC’s concern with the issue 
was demonstrated last week after 
newspapers reported that the com- 
mission was considering an order 
requiring members of the corn 
products industry to give up bas- 
ing point pricing systems. 

“The proposed order would pro- 
hibit use of basing point and zone 
systems of pricing only when such 
systems involved concerted action, 
conspiracy or unlawful agree- 
ments,” FTC said. 

“Misstatements and misinterpre- 
tations should be corrected. The 
public and the business commun- 
ity should not be left with the im- 
pression that the FTC is acting 
or has ever acted to prohibit or 
interfere with delivered prices or 
freight absorption when innocently 
and independently pursued with 
the result of promoting competi- 
tion.” 

a * . 

Publishers last week fired the 
opening shot in what may event- 
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ually develop into a full-scale bat- 
tle against the Post Office De- 
partment’s handling of lottery 
cases. The opportunity came Mon- 


day when a House judiciary sub-— 


committee took up a group of bills 
designed to nullify a departmental 
ruling which prevents newspapers 
from publicizing fishing contests, 

William L. Daley, speaking for 
the National Editorial Association, 
told committee members that the 
department’s ruling classifying 
fishing contests as lotteries is q 
“sample of the bureaucratic think- 
ing” which plagues publishers. 

These fishing contests, used to 
publicize vacation areas, are bread 
and butter for the residents of 
many congressional districts, so 
wild-life area congressmen find 
the department’s ruling hard to 
take. Legislation reversing the de- 
partment may eventually reach 
the House floor. And now that the 
issue is raised, the judiciary com- 
mittee may be hearing from others 
who suffer at the hands of the 
postal lawyers. 

* © « 

The special Senate comm*Pttee 
studying coffee prices has suggest- 
ed that the Department of Justice 
look into futures trading... and 
Senate judiciary committee is pre- 
paring for a full-scale investiga- 
tion into gasoline prices. Sen. 
Homer Ferguson (R., Mich.), who 
started the gas probe, says his 
state has had ten substantial gas 
price increases during the past 
four years. 

cs - + 

There’s a waiting list for Com- 
merce Department’s new “Econom- 
ic Development Atlas,” dramatiz- 
ing basic growth of regions and 
states during recent years. Spiral 
bound, it has 14 schematic maps 
showing at a glance such factors 
as population, manufacturing, agri- 
cultural operations and total and 
per capita income for each state 
and region. “Economic Develop- 
ment Atlas—Recent Changes in 
Regions and States” costs 75¢ and 
is available from the Superintend- 
ent of Documents, Washington 25, 
D. C., or from Commerce Depart- 
ment’s field offices. Marketing 
people who have seen it say it is 
one of the best publications ever 
issued by a government agency. 

« ” e 

Details of the Federal Reserve 
Board’s 1950 study of consumer 
finances, of which a preview was 
issued in April, are finally ap- 
pearing. The predictions look a bit 
dated, in view of the boom that 
has been under way since inter- 
views were taken in January and 
February. For a reminder of how 
uncertain about the future people 
were only a few months ago, look 
up the board’s official report in 
Federal Reserve Bulletin for June. 

Yet, with all the-~ uncertainty 
people voiced at that time, Fed- 
eral Reserve found that plans for 
purchasing autos, homes, and other 
durables were at least as numer- 
ous as 1949. In 1949, Federal Re- 
serve reports, the volume of pur- 
chases of autos and major durables 
broke all previous records. Sur- 
vey data indicates that approxi- 
mately 11,000,000 consumer spend- 
ing units purchased autos and more 
than 20,000,000 purchased other 
selected durables, such as furni- 
ture, radios, TV sets or appliances. 
Nearly 5,000,000 bought both a car 
and one or more of the other 
goods. 


Le Roi Promotes Liebscher 

T. O. Liebscher has been ap- 
pointed executive vice-president 
of Le Roi Co., Milwaukee, manu- 
facturer of industrial gasoline en- 
gines and air compressors. He also 
will continue as secretary-treasurer 
of the company. 


‘Esquire’ Transfers Nash 


Esquire has transferred Donald 


| Nash, member of the New England 


sales staff, to Chicago, where he 
will concentrate on classified ad- 
vertising sales. 
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PHOTOGRAPHIC REVIEW 


chrane, New York News. Standing: Alfred B. Stanford, New York 
Herald Tribune; Herbert W. Beyea, Hearst Advertising Service; 
Vincent J. Kelley, Jann & Kelley Inc., president of the New York 
chapter, American Association of Newspaper Representatives; 
John R. Dean, Brooklyn Eagle; and Monroe Green, New York 
Times. 


NAEA PLANNERS—Committee members in charge of the News- 
paper Advertising Executives Association reception for agency 
executives, set for June 26 at the Waldorf, are shown at New 
York’s Cloud Club as party details are completed. Seated (I. 
to r.) are H. H. Maclean, Scripps-Howard Newspapers, chairman; 
George J. Aver, Moloney, Regan & Schmitt; and Thomas J. Co- 


CITATION—Hugh Jackson (right), presi- 
dent of the New York Better Business Bu- 


reau, receives an honorable mention 
award from Elon G. Borton, president of 
the Advertising Federation of America, 
for the bureau’s campaign against “gyp” 
door-to-door selling. Awards were given 
at the 36th annual conference banquet 
of the Association of Better Business Bu- 
reaus in Washington. 


we 


ONCE OVER—Thirty-eight commercial artists from eastern Washington and northern 
Idaho submitted entries in the annual “artist day’ show of the Spokane Advertising 
and Sales Club. Here four look over work submitted by college students for ex- 
hibition. Left to right: Carl Kraglund, Spokane Spokesman-Review; Lloyd Carlson, 
Frank H. Lawton Printing Co., Spokane, exhibit chairman; John Geraghty, Virgil 
A. Warren Advertising Agency, Spokane; and Jack Wall, Madsen Agency, Spokane. 


a 


FLEXIBLE—Geoffrey A. Cook, advertising manager of Deepfreeze Appliance Divi- 
sion of Motor Products Corp. (right), demonstrates a new dealer display to P. R. 
Lowcher, manager of refrigerator sales. Built around the company’s entire ap- 
pliance line, the unit includes a complete set of copy balloons for use with Deep- 
freeze home freezers, refrigerators, electric ranges and water heaters. 


Fe FORDV8 


K. 0. BEBOUT mc 


BUSY AS A BEAR—The bear cub on current Ford posters is one 
of the busiest ad characters of the time. At top he is shown 
having a gay time in Mt. Vernon, O., where Harold Advertising 
Co. gave him a perfect opportunity to view the Jantzen gal. 
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OF THE WEEK 
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a0 Gar vit Fite é 


PUZZLE SOLVED—Two weeks of curiosity about the lady and the lobster were set- 
tled by the poster shown at the bottom. Both were prepared for Chicago area 
showing by W. B. Doner & Co. for its client, Atlantic Brewing Co. 


GROCERY PARTY—Flanked by Jayne Smathers (left) of J. Walter Thompson Co. and 

Dorothy Wood of Station WFTM, J. E. Drew, director of public relations, Lever 

Bros. Co., beams approval of the Annual Life Line of America cocktail party given 

by Grocery Manufacturers of America at its 7th annual meeting in Cleveland for 
the Association of Women Broadcasters. 


re en 


At bottom, he exclaims with equal amazement over a traffic 
pileup in front of him. The accident, in which all involved got 


off with minor injuries, rated a six-column 


picture in the Daily 
News, McKeesport, Pa. sod 
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Campbell Jumps into TV for lst Time; 


Ad Staff Shifts to 4-Product Basis 


PHILADELPHIA—Campbell Soup 
Co.—some three weeks after it 
said firmly that it had decided 
not to use TV for another year— 
last week made ready to join the 
ranks of TV advertisers in Sep- 
tember. 

It signed a 39-week contract for 
a half-hour portion of “Saturday 


Ad Scribe’s Item 


AOVERTISEMENT 


I LOOKED WORRIED when 

I was born. “Naturally,” they 

said, “he'll be an advertis- 
ing man!” Right they were . . . and still 
lum-looking, I'm busy making small- 
udget advertisers happy. You oughta see 
the hooray letters I get. Up-and-coming 
firms like the ideas, big-town layouts, 
copy and art they buy from Ad Scribe by 
air mail. Nothing screwy about it, Mister. 
Find out with a letter to Ad Scribe, 
Box 254-K, North Canton, Ohio. 


Night Review” on NBC, 8 to 8:30, 
EDST, starting Sept. 9. 

As well as being the company’s 
TV bow, it marked the first time 
that Campbell had ever partici- 
pated cooperatively in either radio 
or TV. Observers thought that the 
soup company had bought the 
ready-made show as an interim 
buy, pending the building of a 
show by its advertising depart- 
ment and Ward Wheelock Co., its 
agency. 


@ To clear the way, Campbell 
dropped Edward R. Murrow’s CBS 
newscast (agency, Dancer-Fitzger- 
ald-Sample), but will retain its 
“Club 15.” 

American Oil Co., Baltimore, 
through Joseph Katz Co., has 
signed to sponsor Edward R. Mur- 


row’s daiiy 15-minute newscast 
over 73 eastern CBS stations, Am- 
oco’s sponsorship of the program 
begins July 3, with Larry Lesueur 
starting an eight-week series as 
summer replacement for Mr. Mur- 
row. 

Columbia, which had hoped to 
have another advertiser to carry 
the commentator in the rest of the 
country before announcing his new 
sponsor, still is peddling the news- 
caster for sponsorship on its other 
stations. 

Campbell will also retain “Dou- 
ble or Nothing” daily on NBC. 


a The media shift points up a re- 
alignment in Campbell’s advertis- 
ing department, where two new 
advertising managers have taken 
over, one on pork and beans, one 
on V-8 juice. Campbell indicates 
more money will be spent to back 
these two products, which were 
big prewar items, and now are be- 
ing produced in ample quantities 
for national promotion. Heading 
the expanded department is R. M. 


Budd, advertising director, a 25- 
year Campbell veteran. 

The department is now almost 
back to prewar size, but emphasis 
has been changed to brands. Under 
the new setup, one department 
head will be assigned to either 
Franco-American, soups, V-8 juice 
or pork and beans. 

As the sections develop, it is 
expected that new schedules and a 
new copy slant will be adopted for 
each brand for fall release. Addi- 
tional magazines are supposed to be 
added to present schedules, but the 
bulk of additional funds are re- 
portedly earmarked for television. 


Canadian Publishers Elect 


Magazine Publishers Associa- 
tion of Canada has elected C. J. 
Laurin, Canadian Homes & Gar- 
dens, Toronto, as its president. 
Other officers are: Charles Sau- 
riol, Le Samedi, Toronto, and La 
Revue Populaire, Montreal, and C. 
N. Foy, Saturday Night, Toronto, 
as vice-presidents, and R. G. Scott, 
Maclean-Hunter Publishing Co., 
Toronto, secretary. 


IN CLEVELAND EVERY DAY 


Savon eat eh ton read The 


RESEARCH 


The Cleveland Press 
annual research reports 
include: Cleveland 
Consumer Panel of gro- 
cery buying, Analysis 
of Ohio Liquor Sales, 
Analysis of New Car 
Sales, and Grocery 
Product Distribution 
report. Another Home 
Inventory, including 
groceries, toiletries, ap- 
parel, furniture, appli- 
ances and automotive 
products will be pub- 
lished early next year. 


HEADQUARTERS 


and buy from—every day. 


Today their buying enthusiasm is bubbling over in Cleveland stores. 
Last night their reading enthusiasm was devoted to their favorite news- 
paper—The Cleveland Press. Selling home appliances or anything else to 
Clevelanders is that simple. The Press reaches seven out of ten homes 
every day—in the evening when all family members are most often 


together discussing their needs and plans for brighter homes. 


There is no substitute for top coverage and evening paper impact. 
You get both in the Cleveland Press. You also get an every-day 
chance to sell alert home-loving people the things they are constantly 
planning for to make their homes more pleasant. Results are quickest 


when you use the paper so many people live with, believe in, 
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Frawley Paper-Mate 
Ball Pen Steadily 


Increases Sales 


Los ANGELES—Frawley Corp. re. 
ports that although the business of 
every other ball pen has fallen off, 
its own volume has _ increased 
steadily since introduction of the 
Paper-Mate ball pen in Los An. 
geles about a year ago. 

Distribution is now effective in 
18 states; principal sales are in 
New York, Los Angeles, San Fran- 
cisco, Seattle and Portland. New 
markets are being entered as pro- 


a) 
INK transferring to your hand 
Wow! s Hew Chemical Siscovery..... Keeps bands cieas! 
Won't Wanster... ‘Want leah ow bead 


isa basse, & wnat) pone 
Pn, nae | bec 


duction permits. Outlets are drug, 
department and variety stores. The 
pen is carried by the Woolworth 
chain. 

Newspaper and point of sale 
material are the only advertising 
used. A major portion of the ad 
budget goes for cooperative news- 
paper advertising. Frawley places 
some advertising, mainly introduc- 
tory and mostly on a “situation” 
rather than a sustained basis. 


@ The main copy theme is based 
on what Frawley Corp. believes is 
the reason ball point pen sales are 
slipping: “A ball pen that’s ap- 
proved by banks. Ink doesn’t 
transfer. Dries in 10 seconds.” Be- 
cause of these features, some 125 
banks have approved the use of a 
ball point pen for the first time, 
Frawley says. 

Back of these claims is a new 
type of ink developed by Fraw- 
ley, which was and is a San Fran- 
cisco export-import concern. The 
ink is permanent; it doesn’t leak 
or blot because it dries before it 
can do so. 

Advertising is placed direct. 


Mohawk Tests Color TV 


Mohawk Carpet Mills, Amster- 
dam, N. Y., through its television 
agency, George R. Nelson Inc., 
Schenectady, is experimenting 
with color telecasting, using a ser- 
ies of one-minute participations on 
“Warner’s Corner” over WNBW, 
Washington. Occasional origination 
of Mohawk’s net show, “Mohawk 
Showroom,” from WNBW is under 
consideration, with the program 
being piped out in black and white 
for net use, while being shown in 
color in Washington. . 


Harris-Seybold Ups Willis 


James G. Willis, midwestern 
branch manager in St. Louis for 
Harris-Seybold Co., Cleveland, 
manufacturer of printing equip- 
ment, has been appointed Pacific 
district manager of the concern. 
Wm. Guy Martin will continue on 
the Pacific Coast as vice-president. 
Headquarters of the Pacific district 
are in San Francisco. 


To Start Newspaper Drive 


Public Utilities Commission, city 
and county of San Francisco, which 
recently launched advertisements 
for the municipal railway’s busi- 
ness information campaign, will 
follow with weekly insertions in 
all four metropolitan newspapers. 
Car cards will be used. J. Walter 
Thompson (‘o., San Francisco, is 


the agency. 
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Along the Media Path 


e Transportation Supply News, 
' Chicago, with its July issue is up- 
ping its controlled circulation from 
42,000 to 57,500. Advertising rates 
will remain the same. The entire 
‘circulation increase is in coverage 
of the highway trucking compan- 
ies; 20,000 rather than 3,500 will 
now receive the 6-year-old sister 
} publication of Traffic World. 


e The St. Louis Globe-Democrat 
reports that more than 4,000 high 
school students participated in and 
35,000 went to broadcasts of its 
“High School Revue” show aired 
during the past year on Station 
KWK. 


e Business Week has done as fine 
a job as we have seen (and we’d 
like to see more jobs like it) on a 
behind-the-scenes report of editors 
at work. 

In a beautifully photographed 
28-page brochure, BW shows Ex- 
ecutive Editor Kenneth Kramer, 
Managing Editor Edgar Grunwald 
and their staff from start to finish 
when they worked up their March 
11 lead story on residential build- 
ing. Herman Sturm, advertising 
and business manager, has sent 
copies to ad prospects as a per- 
sonal introduction to the men and 
women who handle BW’s stories. 


e Station WNBH and WFMR in 
New Bedford, Mass., by Oct. 15 
are going to have fancy new stu- 
dios. E. Anthony & Sons, owner of 
the stations, will soon start building 
a new radio center in the center of 
» the city’s business district which 
will have the finest office and 
broadcasting facilities. Land ad- 
jacent to the building has been 
acquired for the TV station plan- 
ned since 1947. 


e Copy or payment for classified 
ads in the Seattle Times may now 
be left with Western Union offices 
in 26 Washington cities. If cus- 
tomers prefer, ads may be charged 
and the newspaper bills direct. 


e Hotel World-Review reaches its 
75th anniversary in August. Its 
June 3 issue carried a 64-page sup- 
plement on the history of the 
hotel business from 1875 to date. 
Dick Huntington, executive editor, 
and Lucy Fogarty, editor, of the 
Ahrens Publishing Co. weekly, 
have been with the publication a 
quarter of a century. 


e A week after Holiday announced 
a revolutionary meat and potatoes 
reducing diet, the magazine re- 
ceived 30,000 requests for the 10¢ 
booklet containing the diet guide. 


e Candy Industry has released a 
Mid-Century issue which deals 
with progress of the candy busi- 
ness in this century. The issue is 
the largest ever published by the 
publication. 


e@ Scientific American admits it’s 
hard to be modest about the fact 
that its advertising is up 85%, net 
revenue up 142% and circulation 
up 54% for the first half of 1950 
over the same period last year. 


e Station KMA, Shenandoah, Ia., 
celebrated the anniversary of D- 
Day June 6 by an exchange broad- 
cast with Radio Diffusion Fran- 
caise, Paris. Fifteen minutes of the 
half-hour program heard over 
KMA and the French network con- 
sisted of talks by Generals Dwight 


, Eisenhower and Charles de Gaulle 


taken from archives of Radio Dif- 
fusion, and the other quarter-hour 
featured interviews with Shenan- 
doah veterans and their parents, 
with translations for French lis- 
teners. 


e A merchandising service for de- 
partment stores serving farm areas 
has been launched by Country 
Gentleman. Called “Advance Mer- 
chandising News,” it previews 
products shown editorially in the 
Country Gentlewoman section of 
the farm magazine. The service is 
mailed monthly to merchandising 
managers of more than 1,000 
stores, and is available to any de- 
partment store on request. 


e The New York Daily Mirror has 
been spreading the news of the 
total entries in its “Charming Child 
Contest” by distributing a mini- 
ature plastic baby carriage with 
a price-tag type of card promoting 
the Mirror. The card’s headline: 


“It Blankets the Baby Carriage 
Trade of New York. The Mirror 
reports 205,772 entries for 1950...” 


e McCall’s is distributing a new 
“Pocket Letter” to agencies and 
advertisers. Purpose is to make it 
easy for the interested people to 
get up-to-date information and 
facts about the publication, through 
informal, newsy, brief, readable 
items. Typical paragraph contains 
the announcement that the maga- 
zine will be out a week earlier, be- 
ginning with the June issue—and 
four-color closing dates have been 
advanced accordingly. 


Gow Heads Tide Water Papers 


Jack F. Gow, formerly editor 
of the “Refinery News,” employe 
publication of the Bayonne, N. J., 
refinery of Tide Water Associated 
Oil Co., has been appointed to the 
newly created post of supervisor 
of the company’s eastern divisional 
publications. 


Bostwick to Denne Agency 


A. J. Denne Co., Toronto, has 
been appointed to handle adver- 
tising for Bostwick Laboratories 
Ltd., Toronto. Trade advertising is 
now running for Hero fire ex- 
tinguisher, Bostwick Spray-Kleen, 
Hep insect killer and Bostwick 
moth proofer. 


49 
5 Stations Form Network 


Five Connecticut radio stations 
have formed the Nutmeg Netwerk, 
which will begin operations im- 
mediately. Included in the network 
are Stations WDRC, Hartford; 
WICC, Bridgeport; WELI, New 
Haven; WBRY, Waterbury, and 
WICH, Norwich. 


ADVERTISING PROFESS! 


we 


ge _Die-Cutting 


@ SERVICE BINDERY CO., INC. 
and subsidiary iets 
| SERVICE MOUNTING & FINISHING CO. 
Plant—. 4) South Wabash AvenuesChicg. 


New Phone—CAlumet 5-3224 


THE OPENING OF 


@ DESIGNED 
@ EQUIPPED 
@ AND STAFFED... 


of the 


Rocky Mountain Empire 


and the westward march of markets. 


CIRCULATION 


Daily 226,866 
Sunday 359,288 
Roto, Comics, Magazine.............. 397,454 
A. B. C. Publisher’s Statement 
March 31, 1950 


NATION’S NEWES 
NEWSPAPER PLANT 


THE DENVER POST 
wince nee poe AND ec RS 


Represented Nationg 


oloney, Regan. & Schmitt, Inc. 
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NBC Demonstrates 
Improved System of 
Film Transmission 


New YorK—National Broadcast- 
ing Co. last week demonstrated its 
“new, improved system” for the 
transmission of kinescope and mo- 
tion picture films on television. 

The network’s engineers ex- 
plained that the “superior results” 
are achieved through the use of 
a new electronic device called the 
orthogam amplifier and a high- 
intensity, short-arc mercury va- 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door pebing — bone 
as DIRECT SELLING —is Aa the 
t volume quickly for many manu- 
valle It may be your answer to 
dwindling volume, ing profits, 
soarin, and cut-throat com 
tion. lling is fully ex lained 
in Ricleies booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-19, 28 E. Jackson Bi., Chicago4, Ill. 


por lamp. The latter serves to 
make kinescoped faces look less 
pallid and more life-like. 

NBC’s New York and Hollywood 
studios are already equipped with 


o-and-o stations will be equipped 
later. The network’s parent com- 
pany, Radio Corp. of America, will 
make these improvements avail- 
able to the industry anersy 
at a later date. 


Joins Aitkin-Kynett Agency 

James S. Montgomery has joined 
the creative staff of Aitkin-Kynett 
Co., Philadelphia. The agency has 
been appointed to handle adver- 
tising for Shellenberger’s Inc. 
Philadelphia, manufacturer and 
retailer of confectionery. 


Names Palm & Patterson 

National Malleable & Steel Cast- 
ings Co., Cleveland, has named 
Palm & Patterson, Cleveland, to 
handle its advertising and sales 
promotion. Business bay yh, direct 
mail and catalogs will 


Simon Brewery Ups Hiemenz 
Gilbert A. Hiemenz has been ap- 

pointed general sales manager of 

William Simon Brewery, Buffalo. 


He formerly served as city sales 
manager. 


in the minds of every 


work through to meet a 
fice of quality . 


* samples of work. Try Us. 


SERVICE. @ @ is the password 


of The Faithorn Corporation. It is so ingrained 


that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 


. is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 
is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
400 N.RUSH STREET + CHICAGO 11 


one of our employees 


deadline .. . at a sacri- 


Phone WHitehall 4-2300. 


¢ WHitenatt 4-2300 


DAY AND NIGHT SERVICE 


the devices; film studios in other y 


Retail, Wholesale Trade 1948 and 1939 


Retail % % 
"39 Increase 48 ‘39 Increase 
(add 000,000) (add 000,000) 
nn 20h bibecdeceeuae $130,527 $42,042 210 $185,280 $54,888 238 
New England 
i 1,975 717 175 1,366 413 231 
oe Sa ee 748 281 166 489 166 195 
a ear 4,258 1,738 145 6,327 2,232 183 
New Hampshire .......... 470 183 157 192 64 199 
Sr Tease ced eedt 709 275 157 713 239 198 
BR AS AS 335 123 i171 168 57 194 
Middle Atlantic 
Mediadéteiaw 4,471 1,580 183 3,470 1,075 224 
Ree 14,580 5,578 161 41,765 14,509 188 
WUE” Scie ccccsvises 9,030 3,133 188 751 3,348 221 
East North Central 
SY Gakétivrees iseve we 8,799 2,858 207 18,003 4,999 260 
000 débdoceteenes 3,521 1,066 230 3,205 847 278 
DY Stscatugs eg ¥04s 5,942 1,821 226 6,486 1,927 237 
i chinese he tebhebede 7,343 2,441 201 9,397 2,631 257 
Wisconsin acide wt Ait on 3,231 1,065 203 2,747 825 233 
West North Central 
Meets tibeciascodcces 2,554 823 210 3,324 791 320 
I, iced UobieescNsivss 1,684 474 255 2,043 428 378 
i /cmess db omer sels 2,897 1,017 185 4,934 1,458 238 
ts atenedoe'e gas oe 3,539 1,103 221 7,345 2,261 225 
SEE “What iaces 6o48s%6 1,314 397 231 2,392 567 422 
North Dakota ............ 608 156 289 960 170 464 
ne 619 169 265 793 133 494 
South Atlantic 
davddhicvevedine 382 110 247 487 158 209 
District of Columbia ........ 1,108 403 175 1,195 348 244 
SE <daes ¢o0 Xtne6 0 hone 2,336 615 280 1,981 526 277 
Georgia 6 pe oe ee 2,086 625 234 3,145 806 290 
ND ence a tae 046 6'8'0 1,912 619 209 2,039 689 196 
SE MED, ove c'oeccscce 2,223 633 251 3,074 831 270 
South Carolina ............ 1,141 332 244 992 297 234 
> RE ege eyes 2,221 628 254 1,987 628 217 
West . oer 1,281 404 217 1,040 284 266 
East South Central 
DE” 69 c<'pocesnetetan 1,631 436 274 1,641 416 295 
RRR Se 678 521 223 1,784 464 284 
CED co osccccWene tee 993 282 252 978 245 299 
WEED 0.06 cous cvethnaas 2,074 607 242 3,406 840 306 
West South Central 
BS co ceccctcagcccones 1,079 298 262 847 249 240 
Re Pee 1,667 486 243 2,160 706 206 
CED “‘Lepésdcececsahkes 1,634 513 218 1,720 462 273 
ME obc'es Kanehncasbente 6,486 1,804 260 8,055 2,041 295 
Mountain 
«chase dbdhteerices 654 162 303 414 96 329 
ED nis een nna kh 0.4.56 1,253 409 206 1,595 435 267 
DETY tha dnt Gb baie po eee 176 231 422 106 300 
OME veeVidotebocecees 600 222 170 587 131 349 
EE cae deen kane ebe' 200 62 223 80 23 243 
Se GED c¥ecvoggccoses 476 126 278 262 66 294 
tn ee ae és codes OM ee ab 577 171 238 742 194 282 
WEE, co. ddcaresetacuare 307 100 207 148 37 300 
Pacific 
DD. +cenescenes sean 10,980 3,188 244 13,165 3,840 243 
MD ccc dpekdgueac « énat 1,591 442 260 1,887 441 328 
TED oeccccvenc:cvee 2,207 669 230 2,576 768 236 
$5 l Sales Knight Buys Out Russell 
Bi lion MA sy: Pi has acquired the 
s stock of Henry Russell in Knight 
Function under Fair & Russell Inc., Los Angeles, and 


Trade, Mermey Says 


Saranac LAKE, N. Y.—Fair trade 
is practiced today by about 12 in- 
dustries with annual sales of 
slightly more than $5 billion, ac- 
cording to Maurice Mermey, di- 
rector of the Bureau of Education 
on Fair Trade, New York. 

Speaking before the annual con- 
vention of the New York State 
Pharmaceutical Association here, 
Mr. Mermey added that industries 
using other legal forms of resale 
price maintenance, without re- 
course to fair trade contracts, have 
annual sales of $30 billion. 

Among these fields he listed au- 
tomobiles, gasoline and oil, home 
furnishings, some wearing apparel, 
and newspapers and magazines, 
which operate under franchise 
agreements, dealerships and con- 
signment selling. 

Mr. Mermey described the na- 
tion’s 45 state fair trade laws as 
vital defenses against “the ruth- 
less tactics of predatory price-cut- 
ters who prey upon consumers and 
small business alike.” 


Boots to Start Campaign’ 


A number of new English phar- 
maceutical products will.be intro- 
duced to the Canadian market by 
Boots Pure Drug Co., Toronto. A 
campaign for Selaxa, a laxative 
gumdrop, will be launched this 
month in Ontario and British Co- 
lumbia newspapers. During the 
hay fever season catarrh pastilles 
will be advertised in selected areas, 
and newspaper copy for Cream of 
Magnesia wafers, a new magnesia 
tablet, will appear later this sum- 
mer. Trade publications will sup- 
port the newspaper campaigns, 
which will be handled by Ronalds 
Advertising Agency, Toronto. 


Names Elert, Barrows 


E. C. Barrows, formerly with 
the Norge division of Borg-War- 
ner Corp., has been appointed ad- 
vertising manager of Detroit-Mich- 
igan Stove Co., succeeding M. W. 
Elert, who has been named as- 
sistant sales manager. 


will operate as Vick Knight Inc., 
with new offices at 404 N. La Cien- 
ega Blvd. The former agency part- 
ners will continue in several musi- 
cal enterprises. A New York of- 
fice is planned for the near future. 


LeVally Appoints Ogden 
William B. Ogden, formerly 
vice-president and general man- 
ager of Station WFYC, Alma, 
Mich., and manager of the Detroit 


office of CBS radio sales, has been | 


named manager of the radio and 
television department of LeVally 
Inc., Chicago. 
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Tell State, Area 
1939-48 Retail and 
Wholesale Gains 


WasHINGTON—From the prelim. 
inary state totals, now available 
for all states, ADVERTISING AGE hag 
compiled a tabulation of the 1948 
Census of Business showing re. 
tail and wholesale sales gains for 
each state and region. 

For the nation as a whole, re- 
tail sales increased 210% between 
1939 and 1948. Wholesale sales are 
up 238%. 

Arizona, with a 303% increase, 
registered the largest increase of 
any state. Others with large retail 
gains were: North Dakota 289%; 
Florida 280%; New Mexico 278%; 
Alabama 274%; Arkansas 262%; 
and Texas and Oregon 260% each. 


# Industrial states of the East and 
West North Central area and most 
of the South Atlantic and South 
Central states made average and 
better than average gains. New 
England and Middle Atlantic states 
all had less than average gains. 
Pacific states did better than the 
national average. 

South Dakota and North Dakota 
paced the growth in wholesale 
sales, attaining 494% and 464% 
increases, respectively. Nebraska 
and Kansas, also members of the 
West North Central group, were 
third and fourth with 422% and 
378% increases. Other leaders in 
the wholesale field were Montana, 
349%; Arizona, 329%; Oregon, 
328%; Iowa, 320%; Tennessee, 
306%, and Idaho and Wyoming, 
300% each. 


Elects Brown President 


R. C. Brown, of Country Guide, 
Winnipeg, has been elected presi- 
dent of the Agricultural Press As- 
sociation of Canada. Other officers 
are: P. H. Butler, Maritime Farm- 
er, Saint John, N. B., and Tom Mc- 
Goey, Le Bulletin des Agricul- 
teurs, Toronto, as vice-presidents, 
and H. F. Weld, Farmer’s Advocate, 
Toronto, secretary. 


Cohan Appoints Mulligan 

John J. Mulligan, formerly with 
D’Arcy Advertising Co. and Paul 
Smith Advertising, has been 
named production manager of the 


| Arnold Cohan Corp., New York. 


NO MORE 


IN MIAM 


Miami's tourist business 
this summer is bigger 


and better than ever...and, yO 


WIOD covers this local 
and visiting “crop” as 
completely as Miami's 
magic Sunshine! 


For The Details... Call Our Rep 
George P. Hollingbery Co. 


James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC 
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LOOKS LIKE IT—Acme Breweries, San 
Francisco, is introducing this new beer 
can with a special newspaper campaign 
as a supplement to its current “Do It” 
campaign. The can was designed by Fred 
Cole of Foote, Cone & Belding, and 
produced by Pacific Can Co. 


™WE UiGHT ORIAMEE 
tae 


6 Chicago Business 
Papers Win Unusual 
Awards for Covers 


Cuicaco—Six business papers 
published here were recipients of 
certificates of award Monday in 
an unusual new competition held 
by the Chicago Business Papers 
Association. 

The awards, for “excellence in 
design and purpose” of their cov- 
ers, went to American Builder, 
Esquire’s Apparel Arts, Bakers’ 
Helper, Hotel Monthly, Modern 
Railroads and Railway Age. 

The method of selecting the win- 
ners, from among 40 entries, was 
as unusual as the fact that not 
only the design but the purpose 
for which the cover was intended 
determined the choice. Winners 
were picked by a secret and major- 
ity vote of four judges. Certificates 
were thus awarded only to entries 
getting three or four approving 
votes. There were no first, second 
and third-place designations. 

Judges in the competition, first 
for the group here, were Scranton 
Gillette, Gillette Publishing Co.; 
C. Laury Botthof, Standard Rate 
& Data Service; Charles Staples, 
managing editor, Domestic Engi- 
neering; and Torkel Gundel, agen- 
cy head and specialist in design. 


s The business paper association 
also elected officers at last week’s 
meeting. They include Richard A. 
Trenkmann, SR&DS, president; 
Emil G. Stanley, Traffic Service 
Corp., vice-president; Herbert 
Vance, Vance Publishing Co., 
treasurer; and John Reardon, sec- 
retary. 

Directors for 1950-51 will be 
Frank Lederle, Haire Publishing 
Co.; Walter Painter, Technical 
Publishing Co., retiring president; 
and Walter Haywood Jr., Haywood 
Publishing Co. 

Phil Hanna, financial columnist 
of the Chicago Daily News, spoke 
at the meeting on “When Will the 
Boom End?” He foresaw contin- 
uéd high-level business conditions 
throughout 1950. 


Appoints Vanden Agency 


Electrical Publications Inc., Chi- 
cago, publisher of Electrical Dealer 
and Electric Light & Power, has 
named Vanden Co., Chicago, as 
advertising and sales promotion 
counsel. Vanden for some time has 
been acting in the same capacity 
for Electrical Publications’ affili- 
ate, Haywood Publishing Co. 


NBC Adds McGuire, Ups Zolp 


Daniel McGuire, former vice- 
president of Beloit Dairy Co., Chi- 
cago, has joined the Chicago tele- 
vision network sales staff of Na- 
tional Broadcasting Co. Junius 
Zolp, formerly local NBC radio 
recording representative, has been 
named sales service manager for 
the TV sales department. 


Static-Master, New 
Radioactive Brush, 
Promoted in Drive 


Los ANGELEs—Nuclear Products 
Co. has launched an initial direct 
mail and trade publication cam- 
paign for its Static-Master, a new 
brush designed to remove dust and 
lint from the surfaces of records. 

The brush utilizes polonium, a 
radioactive element in the uran- 
ium-radium series. Polonium ir- 
radiates only alpha particles, how- 
ever, as opposed to the harmful 
beta or gamma rays, according to 
the company. 

The polonium is included for the 
purpose of neutralizing the static 
charge that holds dust and lint to 
the record surface, after which the 
camel’s hair bristles are used to 
whisk the dust away. 


a A treatment with the brush is 


said to be effective until the sur- 
face is recharged with static elec- 
tricity by rubbing or handling. 

The Static-Master also may be 
used to neutralize static electricity 
in optical equipment, machinery 
or other instruments. Dust and lint 
on photographic film, plate hold- 
ers, enlargers, etc., also can be re- 
moved with the brushes, which 
retail for $4.95 and $9.95. 

Elmer W. Ayer Advertising, Hol- 
lywood, has the account. 


NBC-TV Appoints Lawrence 

Ruddick C. Lawrence has been 
appointed manager of sales devel- 
opment for NBC-TV, effective July 
1. Mr. Lawrence was formerly 
manager of the Chicago offiee of 
Fortune. 


Harway Resigns Account 


Don Harway & Co., Los Angeles, 
publishers’ representative, has re- 
signed the account of the Ideal 
Women’s Group, effective with the 
September issue. 


Allen-Edmonds Names Baker 
Allen-Edmonds Shoe Corp., Bel- 
gium, Wis., has appointed Jim 
Baker Associates, Milwaukee, to 
supervise advertising and mer- 
chandising of its line of men’s 
quality footwear. First consumer 
ads of the fall campaign break in 
the September Esquire, and the 
September 18 issue of Time. 


S1MPSON-REILLY, LTD. 
Publishers Representatives 
eince to2e 
LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDG. 


540 N. MICHIGAN AVE. © 185 W. WABASH AVE. 


FOR_ADVERTISING 


410 NW. MICHIGAN AVE. © 111 E. DELAWARE ST. 


OSCAR 


Puts Our Ideas 
to Work! 


Oscar Wiechert operates 600 acres of bottom land 
near Dalton, Missouri, in the Missouri river val- 
ley. He has a good farm, good equipment, and 
an attractive modern home. 


i 
ei 


. . and Oscar takes time to work on his selt- 


Good upkeep means long lite and good service 
Jl propelled corn picker. 


WIECHERT 


... and you can rely on Missouri Ruralist! 


Confidence like this sells goods as well as ideas. 


fae 
F marae ’ 


pa 


Oscar uses mechanized equipment wher- 
ever he can. Here he harvests wheat * 
with his self-propelled combine. 


So when you want to cover Missouri, remember 
the extra influence you get with Missouri 
Ruralist. You can count on an audience that 
is willing to listen . .. believe... and BUY! 


Missouri Ruralist 


Published by Capper Publications 


Editorial Office, Fayette, Mo. Business Office, Topeka, Kan. 


Missouri Sie 
Ruralist 
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James D. Woolf Talks... 


Salesense in Advertising 


Registered 


ideas and 
While the 


successes. 


Among national advertisers, con- 
tinuous market research is today 
an established practice. A great 
many of them maintain their own 
marketing research departments. 

This practice unfortunately is 
not so well established among re- 
tailers and small local or regional 
businesses. 

Even though you may be a small 
advertiser, doing business perhaps 
only in one city, why is market. re- 
search important to you? What is 
the purpose of a market study? 
Broadly speaking, its purpose is to 
“locate” and “tag” for you the 


MEMO TO 

ADVERTISERS 

Cincuuars JAMES D. WOOLF 
AREA is our consultant on 


copy and plans. Let 
him help, through us, 
to put Salesense into 
your advertising. 


The ROWE & WYMAN Company 


104 WEST FOURTH STREET 


CINCINNATI 2, OHIO 


James D. Woolf, famed copywriter and 
former vice-president 
Thompson Company, 
monthly series of discussions on tested 


of J. Walter 
is writing this 


basic advertising principles. 
series is aimed primarily at 


the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


people who are logical prospects 
for whatever it is that you are 
selling—who they are, where they 
are, what they do, what their buy- 
ing habits are, etc. 


a A lot of products—postage 
stamps and salt, for example—are 
in universal demand at every in- 
come level. Other products—such 
as air conditioning units and mo- 
tor boats—are likely to be bought 
only by people in better than aver- 
age income brackets. 

Still other merchandise—shot- 
guns, rods and reels, tennis equip- 
ment, skis, etc.—appeals only to 
people addicted to certain special- 
ized hobbies and pastimes. Then 
there are services—laundries, dry- 
cleaners, banks and trust compan- 
ies, insurance, and so on—that do 
not find markets of equal attrac- 
tiveness among all classes of peo- 
ple. 

Then, too, market conditions 
even within local areas are in a 
constant state of ebb and flow. 
Economic change—the closing 
down of a factory, the decline of 
a once prosperous local industry— 
may eliminate an old market. The 
quick springing up of new resi- 


PLUS WELD-FM 


The effectiveness of spot radio on WBNS 
plus WELD-FM has been profitably proven 
again and again by advertisers. 187,980 
WBNS families in central Ohio have the 
money to buy and they DO BUY when they 
hear your sales message on this station. 


ASK JOHN BLAIR 


dential subdivisions may call for 
more advertising pressure in cer- 
tain selected neighborhoods. The 
spectacular growth of universities 
since the war has changed the mar- 
ket picture in many communities. 


s Within the scope of a market 
study is a searching analysis of 
the needs of your community: Are 
there certain unfilled wants that 
your product or service is not sup- 
plying? Is your current price 
structure right for the area you 
are serving? Are you keeping 
abreast of changing trends? Is it 
possible for you to expand your 
market with changes and improve- 
ments in your merchandise or ser- 
vice? Are there certain desirable 
groups in your natural trading area 
not doing business with you? If 
so, who are they, where are they, 
and what is it they want that you 
don’t have? 

Consider the practicability of ex- 
panding your trading zone geo- 
graphically. 

Let us assume as a purely hypo- 
thetical example that you are a 
building supply dealer in, say, 
Pittsburg, Kan. As it is now, 
most of your volume comes from 
within a radius of a few miles of 
Pittsburg. Is that your limit? What 
about Chicopee, Cherokee, Mc- 
Cune, St. Paul, Frontenac, Girard, 
Radley, Mulberry and Arcadia? 

Who lives in those little towns? 
Any new industries in any of 
them? Any new building being 
contemplated—new homes, new 
barns, silos, outbuildings, fences? 
Any new factories, schools, public 
buildings about to go up? New 
families moving in? Old families 
moving out? Is your advertising 
getting into these neighborhood 
towns—and, if it is, are you featur- 
ing the right products to meet 
their needs? Do the Pittsburg 
Headlight and Sun cover ade- 
quately these outlying markets; if 
not, should you add other supple- 
mentary .media, perhaps direct 
mail? 


ws I have told in this column be- 
fore of the little Kentucky bank 
that expanded its business by ex- 
panding its vision about its true 
market potential. It was the idea 
of a young teller. 

Said he to the president: “I 
don’t want to be presumptuous, sir, 
but I think I know why our bank 
is standing still. Ours is just a 
little neighborhood bank because 
we are ‘neighborhood minded.’ We 
are situated in the very center of 
a thriving community, but nearly 
all of our business is local. The 
population of this town is less than 
3,500, whereas the population of 
the county is over 35,000. I think 
we ought to try reaching out for 
business.” 

The upshot of the suggestion was 
that the young teller paid a socia- 
ble visit to every farm home in 
the county. When his survey was 
finished some months later, the 
bank had on file a card on every 
farmer in the county, and on it 
was recorded such facts as the 
size and character of the acreage, 
the barn, the home; the kind and 
number of crops, animals, and im- 
plements; the size of the mortgage, 
if any; what plans of expansion 
were being considered; and such 
intimate details as what church 
the family attended and what edu- 
cation was being planned for the 
children. 

On the basis of this data the 
bank shaped its advertising plans 
to capture county-wide business. 
The new “reaching out” plan tri- 
pled in the first year the bank’s 
volume of business! 


s How should the average small 
business man go about making a 
market survey? What tools are at 
his disposal? Can he afford to 
spend the money for research? 
Must he employ an expert? 

It is difficult to give a blanket 


answer to these questions. Much 
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SWITCHMEN—Meeting in Hollywood to discuss the switchover of NBC’s “One Man’s 

Family” from Sunday to 15 minutes daily for Miles Laboratories are (left to right 

Bob Dwyer, Los Angeles manager of Wade Advertising Agency; Carlton E. Morse, 

writer-director-producer of the show; Jeff Wade, radio director of the agency; and 
Sidney Strotz, vice-president of the NBC western division. 


depends on the size of the busi- 
ness and of the community. Ob- 
viously, Pittsburg, Kan., is one 
thing and Pittsburgh, Pa., is quite 
another. 

In many instances, help can be 
enlisted from the community’s 
newspapers and radio stations, its 
banks, its Chamber of Commerce, 
and local trade associations. From 
the Bureau of Census data are 
available in regard to population 
and its distribution by age, educa- 
tion, sex, race, and other factors. 


s A number of current publica- 
tions that contain useful market 
data are obtainable from the De- 
partment of Commerce. In college 
towns students in advertising 
classes, anxious for practical ex- 
perience, frequently are glad to 
collaborate for little more than 
expense money. But most of the 
work, unless you engage a re- 
search organization, you’ll have to 
do yourself. 

You’ll find market research well 
worth the effort. If you do not 
know your market—and know it 
almost as intimately as the street 
you live on—you cannot possibly 
appraise the selling job you are 
doing. 

Your market may be vastly big- 
ger than you think. And it is not 
unlikely that your advertising can 
do a much better job for you than 
you have ever imagined. 


Promotes Robert Hardt 


Hoffman-La Roche Inc., Nutley, 
N. J., pharmaceutical and chemical 
manufacturer, has appointed Ro- 
bert A. Hardt, vice-president and 
director of advertising, to the 
board of directors and executive 
committee. 


Ellis Agency Names Ellis 

Ellis Advertising Co., Buffalo, 
has appointed Maxwell E. Ellis as 
account executive. 


‘Puck’ Starts Guide 
Feature; Space for 
Column Sold for ‘50 


NEw YorK—Puck—the Comic 
Weekly has launched a new shop- 
ping feature of interest to ad- 
vertisers, titled “Going to Town 
with Pat Guinan,” as an illustrated 
four-color guide directed to both 
men and women. 

The guide will appear as a bi- 
weekly addition focused on the 
characteristics of ten non-conflict- 
ing products. The magazine re- 
ports that all available space has 
been taken through 1950. 

Copy, artwork, typography and 
engraving for the feature will be 
provided by Puck. Feature space 
is being sold this year in two cycles 
of eight insertions by Puck’s sales 
staff with the cost to the adver- 
tiser set at $2,100 for 1/10 partici- 
pation. The column carries the 
regular Puck circulation guarantee 
of 8,250,000. 


Elects Wirth President 


Russel D. L. Wirth, grandson of 
a founder’ of Red Star Yeast & 
Products Co., Milwaukee, has been 
elected president of the concern, 
succeeding the late Charles L. 
Wirth Jr. He is succeeded as vice- 
president by C. F. Wehr, a director 
of the company and president of 
Wehr Steel Co. 


‘Journal’ Names Baillargeon 


A. E. Baillargeon has _ been 
named national advertising man- 
ager of Le Petit Journal, Montreal 
weekend newspaper. He has been 
with the Journal for the past 17 
years. 


Lockwood-Shackelford Moves 


Lockwood-Shackelford Co. has 
moved its San Francisco head- 
quarters to 369 Pine St. 


DAY and NIGHT 


ZINC 


Agency Sewice 


COPPER 


7\2 FEDERAL ST., CHICAGO © WAbash 2-8816 
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Bus Shelters Used 
/ As New Advertising 
Medium in Portland 


PORTLAND, OrE.—Bus riders here 
are being exposed to a new type 
of advertising medium, in the form 
of modernistic shelters along the 
bus routes. Each shelter contains 
ear-card size ads painted on the 
sides of the enclosure and encased 
in plastic or metal frames. 

The shelter advertising plan was 
developed by Downs-Manson Ad- 
vertising Co. here, which offers 
use of the shelter to prospective 
advertisers in units of 20. for $200 
per month, or in units of ten for 
$125 per month. A single shelter 
can be had for $15. 


a This charge covers both space 
cost and maintenance of the 
shelter, plus the services ofa lay- 
out man and an artist to ‘put the 
advertiser’s message on the shelter 
walls. Minimum contract period is 
for one year. 

Downs-Manson reports that fran- 
chise arrangements are nearing 
completion and that its shelter ad- 
vertising plan soon will be made 
available to other advertising com- 
panies. 


Martin Named to PR Post 
for British Travel Group 


{| Donald N. Martin, associated 

with the “Come to Britain” public 
relations campaign for the past 
two and a half years, has been 
named U. S. public relations of- 
ficer by the British Travel As- 
sociation, New York. 

He worked on the “Come to 
Britain” campaign first with Ro- 
binson Associates, public relations 
concern, and later with Cecil & 
Presbrey. The association has now 
set up its own public relations de- 
partment in New York. 


Issues 100th ‘Agency List’ 


The May issue of the “Agency 
List,” -published by the National 
Register Publishing Co., is the 
100th successive edition. The first 
edition published in 1917 con- 
tained 93 pages of client listings. 
The current issue carries over 
900. It carries names, addresses, 
telephone numbers and _ recog- 
nition of 2,800 U. S. advertising 
agencies and branches, plus 200 
Canadian and foreign agencies. The 
first edition listed 541 agencies. 


Functional Music Adds KYBS 


Functional Music Inc., Chicago, 
a Marshall Field FM service, has 
added KYBS, Dallas, to the list 
of stations carrying its service. 
KYBS was to start the music op- 
eration on June 15. Functional Mu- 
sic, which started its new FM op- 
eration on Jan. 1, 1950, is current- 
ly operating in Chicago with 
WFMF; in Philadelphia with 
WPEN-FM; Chicopee-Holyoke, 
Mass., with WACE-FM, and New 
York with WGHF. 


Brisacher Appoints Shafer 
Charles Shafer, formerly pro- 
motion manager for Crosley Dis- 
tributing Corp., New York, has 
been appointed public relations 
and sales promotion director for 
Brisacher, Wheeler & Staff, San 


a eo Los Angeles and’ New 


Mort Junger Agency Moves 

Mort Junger Advertising has 
moved from 501 to 511 5th Ave., 
New York. 


JAMES D. WOOLF 


ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


“The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 


Otine Picks Seidenbaum 


The Otine division of Henry, 
Leonard & Thomas, manufacturer 
of smoking accessories, New York, 
has named William G. Seidenbaum 
& Co., New York, to handle ad- 
vertising of Otine cigaret holders 
and pipes in Sunday magazine 
supplements. The division is a new 
advertiser. The agency has been 
handling advertising for the com- 
pany’s line of Royalton pipes. 


Columbus Agency Formed 


The recently formed New Idea 
Advertising Co., with temporary 
offices in the Milles Bldg., 17 N. 
High St., Columbus, O., will spe- 
cialize on restaurant and food ac- 
counts. It has been named by 
Greenvield-Mills Co., Columbus, 
restaurant chain, to handle adver- 
tising, public relations and sales 
promotion. 


Milwaukee Gas Ups Mikula 

Jack H. Mikula, assistant man- 
ager of the industrial and com- 
mercial department of Milwaukee 
Gas Light Co., has been named 
general sales manager of the com- 
pany. 
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SURPRISE US! 


If flying saucers ever come down to earth, South Bend’s 
the logical landing place! This is where new ideas and new 
products come for testing. “Test Town, U.S. A.” is perfectly 
typical of the nation as a whole. So typical, in fact, that 
the U.S. Government chooses it for important tests and 
studies. One newspaper — and only one — covers this great 
test market to saturation. Get the whole story. Write for 
new 1950 market data book, “Test Town, U.S.A.” It’s free. 
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Champion’s ALL PURPOSE 
LITHO performs superbly on 

rotogravure equipment such as 
this Champlain 4-color, 26" Roto- 
gravure Press, with roll rewind 
mechanism, manufactured by 
Champlain Company, Inc. 


Adaptable to gravure, letterpress or offset printing and 
possessing qualities which enable presses to perform at 
their best, Champion’s All Purpose Litho is warmly wel- 
comed by master printers everywhere. It is suited to spirit 
or press varnishing and takes kindly to embossing and 
die cutting. Always specify Champion’s All Purpose Litho 
by its full name. 


se 


» PAPERS 


a 


+ Detroit 


eo — id EF er a OES rts 
os OO Pela stasis ince isla 


. Hl ; 
ge A i - 
iris... ‘ a 4 

<x o>) 

Lrweeee! 
=. \ . 
ee »)) 
cee Soull “Mend - . 
a x a aa ce 
Ls il 
op- dm 
- . : 
3 t the press-:: 
oth | en Oo ie 
bi- PS Gent em , a 
vs 4 _ . on 
=. ( i ty 
he oe iat a3 bas. 3 

le as a Bree < 
er- oe. a. - | i 
ci- ) S mF TL. — 2 
| Se Ere Una ES. a bs 7 
“a —— PO Ck y At be é . 
yy : es ee : 
ce a cael « bee ‘ 
8 ~< ; ad 

yom —_ =e ; = . . 
eal h mpion 7 
i welcome i : 
Satho . 
Ss Ai 
rs WM Ofun pose . 
7 = 
pe i a. 


Magazines Tell Big 
Rise in Paper Costs 


(Continued from Page 1) 
lishers used paper about 20% 
lighter than in the 1935-39 period. 
By 1948 they were back to pre- 
war standards, but in 1949 they 
dropped 1% below 1948. The price 
paid for paper rose from $91 a 
ton during the base period to $166 
in 1949, a rise of 82%. Despite the 


There is an inverse ratio between 
publishers’ profits and publishers’ 
paper costs.” All operating costs 
now represent a smaller percent- 
age of revenue than they did in the 
base period, but paper cost is now 
larger in relation to revenue than 
in 1935-39. Paper cost was 21% of 
revenue in 1935-39, but in 1949 it 


Magazines’ Paper Costs Up, Profits Down 


Percentage Increase from 1935-1939 Average 


Per Billion Square Inches of Pages Printed 
All Other Net Profits 
Paper Cost ae a = Te 
1945 3” 3” 27 57 
1946 30 33 25 66 
1947 52 37 29 29 
1948 75 43 34 6 
1949 77 45 7 Minus 3% 


lighter paper used in 1949, the 
paper cost per sq. inch was 1% 
higher. (NAMP notes the 1949 re- 
ductions in paper prices here, but 
says peak prices had not been in 
effect throughout 1948.) 


ws 3. Paper cost is the biggest cost 
component. “Paper cost is the 
largest single cost item for the 
average magazine publisher... 


grew to 26% of gross revenue. 
Meantime, profits dropped—where 
they were 6.7% of revenue in the 
base period, they were 4.5% in 
1949. 

“Our studies indicate,” the report 
comments, “that when paper costs 
are about 20% of revenue, then 
publishers have a safe operating 
margin. When paper costs are 
more than 25% of revenue, pub- 
lishers’ profits are sure to be dan- 
gerously low.” 


ws 4. Paper costs outclimb revenue. 
Although by 1949 publishers had 
raised their revenue per sq. inch 
by 45%, they had to pay 77% 
more per sq. inch for the paper 
used in their magazines. Profits 
per sq. inch have been declining 
since 1946, and in 1949 fell—for 
the first time—below the base pe- 
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to the well-known Palmolive 
ing. CONGRESS Electrotype’ 
Chicago Office. Situated right 


famous Palmolive Beacon makes its 
nightly rounds, CONGRESS is in a 
perfect position to render fast service 
on all types of quality Mat, Stereo, or 


Electro work. 


In Chicago, next time you need fast, 
low-cost mat service, call SUPerior 
7-8056. You'll vote for CONGRESS 


from then on. 
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VERG INGHAM 
Vice-President in Charge 
Chicago Office 


» CONGRESS ELECTROTYPE CO. 


1233 Palmolive Building—919 N. Michigan Avenue 
CHICAGO 11, ILLINOIS 


SUPERIOR 7-8056 
1326 E. CONGRESS STREET 


Advertising. 
Circulation and Volume 

Copies Advertising 

Sold Linage 
1935-1939 1,077,000,000 37,709,000 
1940 1;339,000,000 40,243, 
1941 1,420,000,000 43,709,000 
1942 1485,000,000 45,119,000 
1943 1,498,000,000 57,725,000 
1944 1'533,000,000 69,365,000 
1945 1'544,000,000 78,198,000 
1946 1,630,000,000 82,429,000 
1947 1 734,000,000 78,886,000 
1948 1'813,000,000 74,782,000 
1949 1,865,000,000 69,311,000 


Investment of Ad Dollars 


Share Each Media obtained 
of Total for the Three Media 
Magazines Newspaper Radio Net- 


work Time Ex- 
<< 
1935-1939 37.7% 42.1% 2% 
1946 46.0 28.1 25. 
1947 45.2 32.2 22. 
og 43.2 34.5 22.3 
38.0 21.4 


costimated by tamsine Advertising Bureau. 
Profit Margin after Taxes 


7 Paper 35 Magazine 

Publishers 

1935-1939 avg. 4.4% 6.7% 
1940-1944 avg. 5.7 6.5 
1945 3.8 7.3 
1946 8.6 8.3 
1947 114 6.3 
1948 10.5 4.9 
1949 9.8 4.5 


*The 7 companies: Champion Paper & Fibre Co.; 
Consolidated Water Power & Paper Co.; Interna- 
tional Paper Co.; Kimberly-Clark Co.; Mead Corp.; 
& Regis Paper Co.; West Virginia Pulp & Paper 


riod, by 3%. 

5. Circulations are slowing down. 
In 1949, circulations of these 35 
publishers increased over 1948 
only 2.9%, while 1948 showed a 
4.6% gain over 1947. Future in- 
creases can be had, the report 
says, only by reducing copy prices 
or providing greater editorial ap- 
peal, neither possible when paper 
prices cut profit margins to 4.5%. 

6. Advertising linage down. Lin- 
age in magazines, the report notes, 
has been slipping since 1946, when 
rates were 13% lower (on a per- 
1,000 basis) than during the base 
period; rates were raised in 1946, 
and they are now only 1% higher 
than in the base period despite the 
fact that paper costs per sq. inch 
are 77% more. Magazines’ share 
of the advertising dollar is better 
than in the postwar period, but 
has declined since 1946. 


ws “Magazine publishers are con- 
vinced the quickest way to bring 
about an increase in advertising 
linage would be to offer more val- 
ue to advertisers in the form of 
lowered rates or larger circula- 
tion at the same rates.” 

7. Mutual interests. “The health 
of the paper industry is closely re- 
lated to the health of the maga- 
zine industry,” the report warns, 
and says: “We believe that pro- 
duction and sustained profits for 
the producers of magazine paper 
can be best assured by technologi- 
cal advances which reduce the cost 
of manufacturing paper and by an 
intelligent pricing policy which 
will make it possible for publish- 
ers to give their customers more 
value per dollar spent.” 


MEDIA RATES RISE 
IN ‘50, SURVEY SHOWS 

New YorK—While magazines 
were facing a profit and cost 
squeeze in which the high cost of 
paper was a major factor, there 
was considerable evidence of an- 
other round of media rate in- 
creases. 

Among those who were con- 
vinced that another rise was in 
the making was the Association of 
National Advertisers, whose mag- 
azine committee was engaged in 
holding “informal conversations” 
with individual publishers. 

The increase might not be as 
spectacular as those in the im- 
mediate postwar years, or even 
those of two years ago (when the 
American Newspaper Publishers 
Association discovered that, of 
1,179 newspapers replying to a 
questionnaire, 509 had raised their 
rates in 1948). 


market, advertisers like General 


a In the new and bustling TV). 


Mills and Procter & Gamble were 
pressing for long-term rate pro- 
tection, over the anguished argu- 
ments of the National Association 
of Radio Station Representatives. 

Here’s a rundown on the media 
rate rise picture: 


Radio and TV 


s Rate cards, like many things 
associated with television, are 
sometimes out of date before they 
get in print. TV, which raised its 
time charges more or less general- 
ly last fall, is in the midst of an- 
other round of rate increases. 

Many stations throughout the 
country are hiking the advertiser’s 
admission fee as of July 1. Revised 
schedules for American Broad- 
casting Co. and National Broad- 
casting Co., as of that date, will 
include a new basic Class A hourly 
rate for their key stations, WJZ- 
TV and WNBT, New York, respec- 
tively, of $2,200. This is a $200 
jump over the present rate. 

DuMont Television Network and 
Columbia Broadcasting System 
have not yet decided on a July 1 
increase for their New York out- 
lets. However, all networks in the 
past have followed the leader's 
suit in this matter. 


s CBS-TV will probably put out 
a new card on Sept. 1 when it be- 
gins feeding an expanded live 
hookup. Columbia in the fall will 
have a list of 20 connected stations 
which a network advertiser “must” 
carry if time can be cleared. 

Among the rate increases (Class 
A, one hour network station rate) 
in major markets: 


From To 
WBAL-TV (NBC), Baltimore . $550 $750 

AAM (ABC, DuMont), Baltimore 550 750 
WBZ-TV (NBC), Boston 750 950 
WBEN-TV (4 networks), Buffalo 325 600 
WNBQ (NBC), Chicago 1,000 1,200 
WENR-TV (ABC), Chi 1,000 1,200 
WLW-T (NBC), Cincinnati 350 550 
WCPO-TV (ABC, DuMont), Cincinnati 350 500 
WNBK (NBC), Cleveland 600 775 
WLW-C (NBC), Columbus 200 375 

N (ABC, DuMont), Columbus 200 350 
WLW-D (NBC), Dayton 200 375 
WHIO-TV (ABC, CBS, Du- 

Mont), Dayton 400 
WTMJ-TV (4 networks), Milwaukee 450 600 
WPTZ ie, Philadelphia 1,000 1,200 

we (ABC, DuMont) Phila- apn 


X30. iv. aT networks), St. Louis °425 650 
B (4 networks), Schenectady 325 500 
WwoTV (NBC), Detroit 600 800 


Source: National Ass’n of Broadcasters. 

Many additional stations have 
already notified the networks of 
July 1 rate increases; notifications 
from additional markets are being 
received daily. 
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For the time being, at least, 
there is no sign of further infla- 
tion in production costs due to in- 
creased studio rehearsal charges. 
Live camera rehearsal costs in New 
York studios of network stations 
currently range from $200 to $27§ 
per hour. 

Station WPTZ has just issued q 
new rate card increasing the cost 
of station breaks, announcementg 
and participation periods. The new 
rate, based on more than 500,000 
television sets in the Philadelphig 
area, will not further increase live 
program time rates but it does 
eliminate the differential between 
live studio and film program time. 


s Although advertisers have been 
making sporadic demands on and 
off record for reduced radio rates 
in recent months, the networks so 
far are holding solid on their price 
line. CBS and NBC have repeated- 
ly called attention to the fact that 
they have had no general radio 
rate increases since 1939. 

Recent revisions by some major 
AM stations have, however, been 
viewed by some authorities as a 
sign of things to come. Roger W. 
Clipp, general manager of WFIL 
(AM, FM and TV), Philadelphia, 
voiced that sentiment in March 
when he equalized day and night 
charges for the AM station. 

This was followed by a down- 
ward revision of nighttime rates 
by WJR, Detroit, which reclassi- 
fied 10:30 to 11 p.m., formerly 
Class A, as Class B. 

The nation’s most flourishing 
independent station, WNEW, on 
the other hand, this year raised 
the cost of spot announcements 
$10 on “Anything Goes” (6-9:30 
a.m.) and “Milkman’s Matinee” 
(midnight to 6 a.m.). 

Last week, Station WBT, Char- 
lotte, N. C., announced that as of 
July 1 it will increase the cost of 
its early morning time by reclassi- 
fying 2% hours. Grady Cole’s pro- 
gram is featured during this time. 
Formerly included in the Class D 
category, 7 to 9 a.m. will be fig- 
ured at the Class C rate as of 
July 1. From 6 to 6:30 a.m., for- 
merly in Class E, is now Class D. 


Magazines 


w During the first half of 1950, 
18 magazines have announced rate 
increases, with two others, for 
Argosy and True, to come Jan. 1, 
1951. All these are based on ad- 


wealthy market. . 
300,000 . 


residents! 
Here are the facts* 


“out-of-town” newspapers. 


Represented 
Nationally by 
Cresmer . eeooward, 


Behind this impressive skyline lies a 


. a city of almost 


+ + a trading zone of nearly 
three-fourths of a million able - to - buy 


Population, 42nd. Total EBI, 32nd. Per Family EBI, 
63rd. Per Capita EBI, 9th. 
Food Sales, 31st. Gnl. Mchdse, 50th. Drug Sales, 33rd. 
Furn. Hsld. Radio, 36th. This is a market you can’t * 
afford to overlook, any more than you can cover it with 


Total Retail Sales, 33rd. 


*Sales Managements’ 1950 Survey of Buying Power, .200 leading cities. 
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yancing circulation. The 1950 
changes are 

) pathfinder Jan. 11 
Baby Talk February 
Science & Mechanics February 
Field & Stream March 
Saturday Night March 1 
Business Week i 


Your New duly 
Look duly 4 
Outdoor Life August 

nteen August 
Better Homes & Gardens tember 
Collier's & 2 
Western Family Sept. 7 
National Geographic ’ October 
Popular Science Monthly wctober 

All ine, business paper and newspaper fig- 


ures are Standard Rate & Data Service. 


Business Papers 
qdeneent advertising, page rates) 
0 


oe 
cra 

2. N.A.D.A. Magazine, 1/50 O° $50 
3. Oklahoma Banker, 2/50 62.50 50 
4, Nebraska Beverage Analyst 90 
5. Lumberland (per half page) 
6. Gotten Trade Journal (per 


in 
7. Gasoline Retailer 
I ea Sociological Review, 
9. U. S. Camera, 1/50 
10. Bakers’ Helper, 2/50 
11. Eastern Dealer 
12. Quick Frozen Foods, 1/50 
13. General Practice, 1/50 
14. Pacific Coast Review, 3/50 
15. Cotton Digest, 2/50 
16. Kansas Food Dealer & Kansas 


Grocer, 2/50 
af — of Internal Medicine, 


/ 

18. Western Advertising, 3/50 200 

19. American Journal of Medical 
Sciences, 6/50 

20. American Fabrics, 1/50 850 

3 Dos Supply top 3/50 310 
- UOg supply fopics 

23. Motels & Courts, 5/50 

24. Operating Engineer, 4/50 


Newspaper Line Rate 
Mame and Date Changed New 
POLONIA: ‘ 
ayward Review, 3/50 6.5¢ 6¢ 
2. Redding Record Searchlight, 2/50 
3. San oeurdics Sun = ” 


3/50 
4. Santa Rosa Press Democrat, 


“~" 4/50 

5. Vallejo News-Chronicle, Times 
Herald, 3 

6. Ventura Star-Free Press, 4/50 68.5 

COLORADO: 

7. Montrose Press, 2/50 

| W Oe Chieftain, Star-Journal, 


CONNECTICUT: 

. Greenwi ime, 2. 

FLORIDA: me - 
10. Pensacola Journal, News 2/50 23 21 
IDAHO: 


SESRee Sy es ERebabhy Es BR 


E SB SkShe8Se 8. 2 


210 
240 
360 


5.5 


1l. Coeur d'Alene Press, 2/50 6 5 
12. Nampa Free Press, 
ICLINois: | ress, 3/50 6 5 

. Alton Telegraph, 2/50 
14. Charleston News, 1/50 3.5 cs 
15. Kankakee Journal, 3/50 9.5 8.5 
1 i 9 

. Greenfield Re , 1/50 
£7. South Bend Tribune, 4/50 2a , 23 
18. Ames Tribune, 2/50 6 5 
KANSAS: 
19. Augusta Gazette, 1/50 49 42 
SENT USK: 

. Covington Kentucky Ti 

_ y Times Star, 10 
21 New Ibe 

- New Iberia Iberian, 3/50 
22. New Orleans ee. and , . 

States, 2/50 56*  40** 
eae 

. Springfield Union N 

Republican, 3/50 pandaae 35 
A 

. Manis ews A 
25. Midland News, so 7“ g 4 
MINNESOTA: 
26. New Uim: Journal, 1/50 6 
MISSISSIPPI: 
27. Laurel Leader-Call, 3/50 8 5 
MISSOURI: 
28. Excelsior Springs Standard, 1/50 4.5 
gh Ag 

. Elizabeth Journal, 3, 
30. New Brunswick hy & “2 

Sun Times, 1/50 12.5 5 
31. Perth Amboy News, 3/50 12 
32. Trenton Times, Times Advertiser 

2/50 ‘22 
NEW YORK: 


33. Long Island Press, 3/50 45 
34. Long Island Star-Journal 
35. Staten Island Advance. 4/30 3 
gl ea i 

i ‘oint Enterprise, 3, 
7 3. Sinner ae, 9 al 

. on-Salem in Ci 

aenin, rr lournal, Twin City 


39. Cincinnati Enquirer, 4, 
40. Fremont Gene leans 7/50 
41. a Journal & Times Herald, 
42. Mansfield News-Journal, 
Sil en so. 
TExA 7 emocrat, 2/50 
. Athens Review, 4, 
“—_ American a 
46. Fort Worth bry. 3/50 is 
- McAlle 8 
48. Victoria Advocate, 3/50 
49. Waco News-Tribune, Times-Herald, 
4/50 19 
UTAH: 


ww R wo8B ua BE oF GS om SRE SEER & aw wo we B 


50. Provo Herald, 3 
VingINia '/50 8.5 5 
. Harrisonburg News-Record, 1/50 
WASHINGTON: . 
52. Pasco-Kennewick-Richland Tri- 
City Herald, 7.5 
WISCONSIN: 
53. Eau Claire Leader Telegram, 
| SMoraing and evi ; sold only en - 
Morning only.’ - 


= The picture in the outdoor field 


was still uncertain. Outdoor rates 
are announced in July, to take 
effect for the following calendar 
year (thus amounting to 18-month 
rate protection). In Chicago, Out- 
door Advertising Association told 


; AA it could not forecast what 


changes—if any—would appear in 
outdoor structures. 

Philip J. Everest, director of Na- 
tional Association of Transporta- 
tion Advertising, told AA no rate 
increases have been made by the 
transportation advertising com- 
panies during the first half of 1950, 
and that he anticipates none “in 
the near future.” 

At least one of the media groups 
had received sober advice about 
its rates: Speaking to the Associ- 
ated Business Publications in Chi- 
cago (AA, May 8), J. K. Lasser, 
eminent accountant and tax expert, 
said seriously: “Maybe the only 
cure for that [the tendency of 
agencies to buy high-page-rate 
media] is to aim for a minimum of 
$500 a page—or at least $50 per 
thousand subscribers.” 


Press Group Reelects Rowe 

R. C. Rowe, president of Na- 
tional Business blications, Gar- 
denvale, Que., has been reelected 
president of the Periodical Press 
Association. Four have been named 
vice-presidents: R, C. Brown, 
Country Guide, Winnipeg; George 
Collington, Hugh C, MacLean Pub- 
lications, Toronto; C. J. Laurin, 
Canadian Homes & Gardens, To- 
ronto, and Roydon M. Barbour, 
Consolidated Press, Toronto. Floyd 
S. Chalmers, Maclean-Hunter Pub- 
lishing Co., Toronto, has been 
named treasurer. 


Studebaker Signs Newscast 

The Studebaker Corp., South 
Bend, Ind., has signed to sponsor 
“Sam Hayes News” on the full Don 
Lee network of 45 stations, 10 
stations of the Mutual Intermoun- 
tain group and the Arizona net- 
work, beginning June 26. He will 
be aired from 4:45 to 5 p.m., and 
6:45-6:55 p.m., Mondays, Wednes- 
days and Fridays. Hayes is now 
sponsored by Studebaker on a 10 

'm. newscast over NBC. Roche, 

illiams & Cleary, Chicago, is the 
agency. 


Nounnan Joins JWT 

Frazier E. Nounnan, 
head of the publicity department 
of Henri, Hurst & McDonald, Chi- 
cago, has joined the public rela- 
tions staff of J. Walter Thompson 
Co., Chicago. 


formerly 
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Roddy to Campbell-Mithun 


James W. Roddy, formerly 
uct advertising manager in charge 
of mixes for Pillsbury Mills, Min- 
neapolis, has joined the account 
handling group at Campbell- 
Mithun, Minneapolis. 


rod- 
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What a fabulous market Detroit is! And how 
economically you can “tap” its 4-billion dollar 
retail business through THE DETROIT NEWS alone! 
The News delivers the most readers, with the 
highest weekday circulation in Detroit newspaper 
history! The News gets results, too, carrying nearly | 3 
as much advertising linage as both other Detroit oe 
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Up, Up, UP goes automobile production — setting 
new records week after week! Up, Up, UP goes 
employment — with more than a million workers m 
in the Detroit market employed full-time and over- 
‘time, and many plants working double shifts! 
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Highest weekday and 
Sunday circulation in 
Detroit News’ history! 


March 31, 1950 
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Lester Revises ‘Sales Engineering’ Book 


New YorkK—Bernard Lester, of 
Lester, Hankins & Silver, New 
York management consultant, has 
enlarged and revised a second 
edition of “Sales Engineering,” 
just published by John Wiley & 
Sons. The price is $3. 

Mr. Lester defines his subject 
as “the art of selling equipment 
and services that require engineer- 
ing skill in their selection, applica- 
tion and use.” He describes the 
buying and selling processes in- 
volved, characterizes the sales en- 
gineer in action and engages in a 


discussion of his training and de- 
velopment. 

Maintaining that the work of 
the sales engineer is “distinctly 
creative,” the book outlines the 
various ends to be sought by the 
sales engineer and offers consider- 
able material to attaim these ends. 

Specific case histories are used 
throughout, helping to make the 
text a highly practical guide for 
both engineering graduates and 
technical men already employed 
either in selling or supervising dis- 
tribution and sales. 


Theater Owners 
In N.J. Disagree 
about TV's Effect 


NewarK—About 55% of down- 
town, local and neighborhood the- 
ater owners in northern New Jer- 
sey believe that theater attendance 
has dropped slightly since the ad- 
vent of television and 17% said 
the increase has been drastic, ac- 
cording to a Marketscope Research 


Co. study, based on interviews 
with 94 owners. 
However, 21.3% said that at- 


tendance has remained about the 
same and 6.4% actually believe 
that attendance has _ increased. 
Most of the latter, however, are 
situated in areas where population 
has increased considerably during 
the past few years. 


= Not all of the owners of theaters 
who reported attendance losses 
blame television, however. About 
23% claim that the loss resulted 
from “general business condi- 
tions”; 12.8% blame the movie in- 
dustry’s poor pictures, and 31.8% 
attribute the loss directly to tele- 
vision. 


L. A. Adclub Elects Tyler 


Haan J. Tyler, manager of KFI- 
TV, has been elected president of 
the Advertising Club of Los An- 

eles. Other officers are: Russell 

. Eller, California Fruit Growers 
Exchange, Ist vice-president; 
Howard S. McKay, vice-president 
in charge of sales, alifornia 
Transit Advertising Co., 2nd vice- 
president, and Tony Whan, presi- 
dent of Pacific Indoor Advertising 
Co., secretary-treasurer. 


Adclub Elects Hofstetter 

Roy Hofstetter, manager of Sta- 
tion CKWS, Kingston, Ont., has 
been elected president of the Ad- 
vertising and Sales Club of King- 
ston. Other officers are: Orrie 
Michea, Michea Motors, Ist vice- 
president; Reg Walton, manager of 
Ward & Hamilton drug stores, 2nd 
vice-president; and Frank Crofton, 
Bank of Montreal, secretary-trea- 
surer. 


Swartzbaugh Picks Griswold 

Swartzbaugh Mfg. Co., Toledo, 
manufacturer of electrical equip- 
ment for home and industry, has 
retained Griswold-Eshleman Co., 
Cleveland, it was announced by 
R. R. Fowler, newly appointed 
sales manager, director of adver- 
tising and sales promotion. Maga- 
zines, newspapers and trade pub- 
lications will be used. 


“U.S. CHAMBER OF COMMERCE 
Figures 


A DECADE OF PROGRESS 
ELECTRIC POWER 


generated in Tennessee in the past 10 years 
increased from 2044 million watt hours to 


6549 * miution wart Hours 
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The "MONEY TOWN” of the South 


Reach this prosperous market through two great newspapers. 
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The Creative Wans Corner 


There is a tendency among advertising men—especially 
the so-called “hard-boiled, practical” variety—to decry fine 
writing. The assumption is made that art, or anything that 
in any way resembles sensitive writing, has no place in ad- 
vertising and is ineffective sales-wise. Just state the facts 
about the product—which any hack can do—and that’s all 


This Corner—which considers itself fairly hard-boiled and 


To ae 


—— 
aren 


The NORTHWESTERN. MUTUAL 2) Aenimnioe Compuny 


what a boy is. (The Corner hopes the Ed. will reproduce 
the ad sizably enough so that every word can be read.) This 
particular piece of copy appeared first in the New England’s 
company magazine—and was considered so human and ap- 
pealing that it was reprinted in the January Reader’s Digest. 
The closing pitch is: “What is a Dad? He’s the godlike adult 
who guarantees his pint-size worshipper a secure home and 
the education he’ll need for an even break in life—no matter 
what happens—through life insurance.” 

No pitch for New England Mutual. But the writing is so 
real, so warm, so moving that no pitch need be made for the 
company. What more can copy do? 


practical in its ap- 
proach to advertising— 
has, for a good long 
time, questioned that 
easy assumption. And 
it offers in evidence, 
this week, two life 
insurance advertise- 
ments—one for North- 
western Mutual, the 
other for New England 
Mutual. 

The former presents 
a reasonably hard- 
boiled, practical argu- 
ment in favor of in- 
suring your life with 
Northwestern—and of- 
fers, in addition, a ser- 
vice feature for veter- 
ans. The latter devotes 
all but four lines of its 
copy to explaining 


Berwarn the innocence A boy ss 2 compoute — he has the appetite of a 
of babybood and the dig- the digesnon of a sword swallower, the 
pity of manhood we fad s energy of a pocket-size stoma bomb, the cunosity 


delighttul creature called a 
boy Boys come in assorted 
sizes, weights, and color. but all boys have the 
same creed: To enjoy every second of every 
munute of every hour of every day and to protest 
with nowe (thes only weapon) when thew last 
munute s finished and the adult males pack them 
off to bed at night 


Nobody else 1s s0 early to nse, oF s0 late to sup 


protects them. A boy is Truth with dirt on its per. Nobody else gets so much fun out of trees, 


face, Beauty with a cut on its finger, Wisdom with 
bubble gum in its hair, and the Hope of the tutuse 
with 2 frog um its pocket 


‘When you are busy, a bov 1s an inconsiderate, 


stance, and a genuine vupervome code ning with a 
secret compartment. 

A boy is a magical creature — you can lock him 
‘out of your workshop, but you can't lock hun out 
of your heart. You can get him out of your study, 


What is 2 DAD? He's the godlike adult who guar 
ined 


turns to jelly oF else he becomes a savage, sadistic 
mangle creature bent on destroying the world and 
Demself with it. 


antecs hes @ secure home and 
the education he'll need for an even break im hte— 
mo matter what happens ~ through hfe imsurance. 


cenakated 
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“What iss BOY 7” Gre: appeared ia New Engisad Mucus!’s company magazine, snd was reprinted with our 
permission in the January Reader's Digew. For s reproduction of this page without sdvertising, suit- 
Able for framiog. write to che MEW ENGLAND MUTUAL Lise lasersace Company, Copley Square, Bostoa. 


Appoints Buckley Agency 

Homer J. Buckley & Associates, 
Chicago, has been named to handle 
the advertising of Southern Coal 
Co., Chicago, distributor of bitu- 
minous coal for all types of indus- 
trial and domestic use. The agency 
also will serve a newly organized 
subsidiary of Southern, which has 
been named Sinclair~Southern Co., 
acting as distributor of Warm 
Morning heating equipment and 
other allied lines. 


Curtis Names Lipson A. M. 


Jack K. Lipson, formerly art 
director and later assistant adver- 
tising manager of Helene Curtis 
Industries, Chicago, has been 
named advertising manager. He 
will supervise advertising for three 
different divisions; manufacturing 
beauty supplies, toiletries, and 
moving picture projectors. 


ABC Ups Reeg and Others 


American Broadcasting Co. has 
named Leonard Reeg, eastern pro- 
gram manager for AM, as national 
director of AM programs; Alex- 
ander Stronach Jr., manager of 
television programs, as national di- 
rector of programs, and Harold 
L. Morgan Jr., business manager 
for television, as national director 
of TV program operations. John 
Mitchell has been appointed man- 
ager of the script and program 
ns division, replacing John 

. Turner, who has resigned. 


Gets Flexwood Account 


United States Plywood Corp., 
New York, has appointed Kiese- 
wetter, Wetterau & Baker, New 
York, to handle advertising of its 
Flexwood division. The agency also 
handles advertising of the com- 
pany’s Kalistron plastic division. 


Advertising Age, June 19, 19500 


Forman, Ford Plans 
Three-Year Ad and 
Merchandising Drive 


MINNEAPOLIS—Forman, Ford j 
Co. has announced a three-yeapam 
advertising and merchandising 
campaign, starting this year ans 
ending in 1953, on the company§ 
70th anniversary, to promote i@ 
paints, glass, tile, wallpaper am 
other products in the Upper Mig 
west. Media to be used in the 19@ 
phase of the drive include newspm 
pers, outdoor, radio, farm am 
dealer publications. ; 

Spearheading the newspape@ 
drive will be ads in the Des Moings 
Sunday Register, the Fargo Forum ™ 
the Minneapolis Sunday Tribung 
and the St. Paul Dispatch-Pioneg 
Press. 

Radio advertising plans call foF 
consistent schedules over leading 
Upper Midwest stations, plug 
“Aquatennial Auditions,” whieh 
ties in with Minnesota’s annual 
summer carnival and features fas 
mous personalities as guest ar 
tists. 


a The farm consumer phase of the 
program will consist of ads in 
Dakota Farmer, The Farmer and 
Wallaces’ Farmer. Forman, Ford 
plans to keep dealers informed 
about its sales tactics and prod- 
uct promotion throughout the year 
with ful] or half-page ads, in both 
b&w and color, in several dealer 
publications. 

The outdoor advertising part of 
the campaign will employ Scotch- 
lite luminescent signs on key high- 
ways. In addition, hundreds of 
baked enamel, sheet steel signs, 
3x4’, will be used on highways in 
five states. 

Erwin, Wasey & Co. here handles 
the account. 


CBS Names Linkroum, Levy 


Richard Linkroum has_ been 
named producer-director of CBS- 
TV’s “Alan Young Show.” He was 
previously with the network in 
New York where he directed “Ar- 
thur Godfrey and His Friends” for 
CBS-TV, and other shows. Ralph 
Levy has been appointed produc- 
er-director of “The Ed Wynn 
Show,” dropping the Alan Young 
production from his duties. 


Names McCall Ad Chief 


American Lumber & Treating 
Co., Chicago, wood preserver, has 
promoted J. E. L. McCall, assist- 
ant advertising manager, to ad- 
vertising manager. He will be re- 
sponsible for advertising Wol- 
manized pressure-treated lumber 
and sales promotion programs of 
the nine regional offices. 


Reports Rate Increase 


Effective with its July 1 issue, 
American Lumberman & Building 
Products Merchandiser, Chicago, 
will increase its one-time one-page 
rate from $325 to $390. The rate 
boost reflects the publication’s net 
paid ABC circulation rise from 19, 
000 in 1947 to the present 23,435. 


GE Appoints E. H. Norling 


E. H. Norling has been appointed 
manager of the retail develops 
ment section of the appliance 
merchandise department of Gen# 
eral Electric Co., Bridgeport, Conn? 
Mr. Norling, who joined GE if 
1927, has been a member of the 
section for several years. 


Hamilton Adclub Elects 

The Advertising & Sales Club 
of Hamilton, Ont., has elected Jack 
H. Slatter as president and H. P. 
Kelley as vice-president. Re- 
elected are: Harold E. Dennison, 
secretary, and Gerald S. Chandler, 
treasurer. - 


Kansas City TV Sales Rise 


Sales of 35,793 television receiv- 
ers in the Kansas City area as 
June 1 have been reported by the 
Greater Kansas City television re- 
ceiver distributors. This represents 
an increase of 1,526 receivers 
since April 1. 
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June 15-20. National Editorial Associa- 
on, annual convention, Sheraton-Bilt- 
ore, Providence, R. I, 
June 16-17. Pennsylvania Newspaper 
wblishers’ Association, annual display 
fivertising conference, Penn Harris Ho- 
jl, Harrisburg. 4 
June 25-29. Advertising Association of 
e West, 1 tion, Hotel Am- 
gssador, Los Angeles. 
June 26-28. Newspaper Advertising Ex- 
utives Association, summer meeting, 
aldorf-Astoria, New York. 
June 28-30, Association of Independent 
etropolitan Stations, Miami, > 
; June 29. National Association of Mag- 
Mazine Publishers, summer meeting, West- 
hester Country Club, Rye, N. Y. 
June 29-July 1. National Industrial Ad- 
Meertisers Association, annual conference, 
MHotel Biltmore, Los Angeles. 
July 17-19. American Marketing Asso- 
tion, annual convention, Hotel Fair- 
ont, San Francisco. 
Sept. 18. Outdoor Advertising Associa- 
pn of America, annual convention, Drake 
tel, Chicago. 
Sept. 18-21. Financial Public Relations 
ssociation, 35th annual convention, Ho- 
ij Statler, Boston. 
Sept. 18-21. Printing Industry of Amer- 
@, annual convention, Palmer House, 
hicago. 
Sept 24-28. Advertising Specialty Na- 
jonal Association, 47th annual convention 
d Specialty Fair, Palmer House, Chi- 
go. 


conv 


Sept. 30-Oct. 3. Mail Adv Ser- 
ice Association International, an- 
wal convention, Roosevelt Hotel, New 


ork. 

Oct. 5. Export Advertising Association, 
d annual convention, Hotel Plaza, New 
fork. 

Oct. 5-7. Newspaper Advertising Man- 
igers’ Association of Eastern Canada, 
id annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 16-17. Boston Conference on Dis- 
Fibution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
lion, annual meeting, Congress Hotel, Chi- 
tago. 

Oct. 23-25. Agricultural Publishers 
ociation, 1 ting, Chicag: 
etic Club, Chicago. 

Oct. 26-28. Southern Newspaper Pub- 
shers A iation 1 convention, 
fhe Greenbrier, White Sulphur Springs, 
W. Va. 


As- 
Ath- 


Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
ronference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associ- 
ation, Indianapolis. 5 
Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
sel, Dallas. 

May 2-4, 1951. Association of Canadian 
dvertisers, annual convention, Toronto. 


ampbell-Ewald Adds 6 
o New York Statt 


Campbell-Ewald Co., New York, 
as added the following to its 
Btaff: William W. Rose, former 
production manager, KDKA, Pitts- 
burgh, as copywriter; William 
#Brownell, previously continuity 
director, WJW, Cleveland, copy- 
riter; and Douglas Leigh, free- 
lance artist, art department. 

Otto Maurer, formerly of Young 
Rubicam, has been named pro- 
duction manager; John Carroll, of 
0. S. Tyson & Co., has been added 
o the traffic department; and 
Mack Stanley, formerly of J. Wal- 
ter Thompson Co., has been named 
creative art director. 


Merges Dealer Publications 


A new dealer publication, “Seal- 
test Menu Scoop,” published by 
National Dairy Products Corp., 
represents the merger of “Sealtest 
Menuscript,” which covered the 
complete Sealtest line as regards 
merchandising in hotels, restau- 
rants and other quantity food serv- 
ice operations, and “Sealtest 
Scoop,” which served soda foun- 
tain, luncheonette and food store 
purveyors of ice cream, and con- 
cerned itself solely with that prod- 
uct. The new publication embraces 
all Sealtest products. 


LeVally Names Chattfee V. P. 


Frank Chaffee, formerly space 
salesman of American Home, has 
been named to the newly created 
post of vice-president in charge 
of merchandising at LeVally Inc., 
Chicago agency. He is succeeded at 
American Home by William Wal- 
rath, former space salesman for 


Fortune (AA, May 22). 


‘Lite’ Prepares 368-Page Picture History 


of World War II: Book Trade to Sell Book 


New YorK—A 368-page “Picture 
History of World War II” is plan- 
ned for fall publication by Life, 
according to Arthur Tourtellot, 
who heads a special staff of 18 at 
work on the project. 

The Life-size history will in- 


clude about 1,000 photos selected 


from almost 500,000 turned up in 
a preliminary search, and more 
than 80,000 words of text, Mr. 
Tourtellot said. There will be 64 
pages of full-color photos and 
paintings, including 105 previously 
unpublished pictures. 

Mr. Tourtellot said the book will 
use photos “from U.S. government 
files formerly restricted because 
of military security, enemy ar- 
chives hitherto unavailable, photo- 
graphs taken by spies” and other 
sources. . 

Direct mail selling of the volume 
will include mailings to subcrib- 
ers in a special pre-publication 


offer at reduced prices of $7.95 for 
the standard edition and $9.95 for 
the special deluxe edition. The his- 
tory will later be made available 
through the book trade. 


Adclub Elects Hetfley 

Earle F. Heffley Jr., in the pub- 
lic relations department of Lum- 
bermens Mutual Casualty Co., has 
been elected president of the Ad- 
vertising Executives Club of Chi- 
cago. Other officers are: Bud Gore, 
Marshall Field & Co., vice-presi- 
dent; Aileen Grossman, Chicago 
Musical Instrument Co., secretary, 
and Henry J. Henke, Harper-Wy- 
man Co., treasurer. 


Heads Cairns in Montreal 

John A. Cairns & Co., New York, 
has appointed A. Collin Rayment, 
previously an account executive, 
as head of the Montreal office. Mr. 
Rayment succeeds Mary Nightin- 
gale, who has resigned to organize 
her own business. 
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Standard Names Sesnick Appoints Richard Durham 


Stephen E. Sesnick, a chemical} Richard F. Durham, formerly 
engineer, has been named a tech-| advertising manager of Bankers 
nical sales representative for Stan-| Magazine, has been appointed New 
dard Varnish Works, New York.|England manager of Transporta- 
He will concentrate his activities|tion Displays Inc., making his 
in New Jersey. headquarters in Boston. 


Aow bag ) or 
§7% Billion? 


The “Rand” in South Africa (world’s 
richest gold mining region) averages 
$435,000,000 yearly ... Nearly 18 years 
would be required to equal the annual $72 
Billion Dairy Industry. MILK PLANT 
MONTHLY is your key to this fabulously 
wealthy market. Write today for detailed 
market data. ABC Audited Since 1929, 


2 OE TG 
e = = , 
@@) Milk Plant Monthly -| 
327 SOUTH LA SALLE STREET, CHICAGO 4 cr 
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Vivid, easy-to-grasp product demonstration is a major 


selling function—and one that a well-designed display 
performs to perfection at the point of purchase. Here, 
Clover Lamp Co.’s life-like, life-sized, color-lithographed 
figure demonstrates this company’s unique Step-A-Lite 


switch quickly and in detail. In this display, construction, 
copy and color have been skillfully combined fo tell Step- 


A-Lite’s selling story to the consumer in a matter of sec- 
onds. Thanks to this display, the new Step-A-Lite Lamp is 
featured wherever it’s shown. The lamp and its litho- 


graphed demonstrator tend to dominate retailers’ win- 
dows and Lamp Departments because they automatically 
create an attention-getting Step-A-Lite Section. The en- 


thusiastic acceptance now being accorded this display by 


dealers and Department Stores is still further evidence 


of Consolidated Litho’s ability to pre-determine retailers’ 


size requirements and design preferences successfully. 


Mr. Albert L. Green, 
President of Clover 
Lamp Co., Inc., 
Philadelphia 47, Pa., 
who collaborated 

F with us in the 
development of this 
successful display. 


We would welcome the opportunity to work with you on 
your display, label or packaging assignments. And if your 
immediate problem warrants such detailed attention, we 
will be pleased to offer the services of our unique Market- 
ing Division, without any obligation to you. 


by ON. 5. iI | L/ DA I 1q/ Lithographing Corporation 


Member of Point of Purchase Advertising Institute * 1013 Grand Street, Brooklyn 6, N. Y.—EVergreen 8-6700 
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Quality Bakers Group 
Spending $4,500,000 


7-Year-Old Miss Sunbeam 
and Emphasis on Energy 
Put 104 Bakers in Lead 


By CHARLES DOWNES 

New YorK—What many regard 
as the most all-inclusive coopera- 
tive advertising program in the 
bakery field is now being done by 
the Quality Bakers of America, a 
cooperative organization of 104 
manufacturing bakers operating in 
39 of the 48 states. Members of 
the group spend $4,500,000 annual- 
ly for advertising, and use nearly 
every known medium except mag- 
azines and business papers. 

The organization’s current news- 
paper campaign in 500 newspa- 
pers features “Sunbeam—the bread 
you need for energy,” and pre- 
sents arrestingly facts and statis- 
tics (based on laboratory studies) 
that emphasize the number of en- 
ergy units men and women burn 
up in various daily occupations and 
the energy replacement values of 
Sunbeam bread and other food 
products. 


The newspaper campaign is sup- 
ported by several thousand ra- 
dio and television spot programs, 
by outdoor advertising, premium 
advertising, car cards, direct mail, 
movie shorts, window displays 
and a multiplicity of point of sales 
material. 


a “Today, members of the Quality 
Bakers of America stand on the 
threshold of the greatest sales and 
merchandising era in the history 
of the organization,” R. L. Schaus, 
advertising director, told AA. 
“Nine years ago,” he said, “we 
conceived a new idea in bakery 
merchandising—little Miss Sun- 
beam. Today that idea has become 
famous throughout the industry.” 

Little Miss Sunbeam, a cute lit- 
tle youngster with a slice of but- 
tered bread, is the organization’s 
trademark. She has become so pop- 
ular in some areas that mothers 
dress their own youngsters like 
little Miss Sunbeam, whose smil- 
ing face appears on bread wrap- 
pers, in newspaper ads, on 24- 
sheet posters, premiums, car cards, 


direct mail, point of sale material, 
delivery trucks and comic books. 
The latter is a new development, 
previously reported in these col- 
umns (AA, May 29). 


@ Quality Bakers of America, a 
highly complex and scientifically 
operated cooperative, was con- 
ceived and established in a small 
way in 1922 by a New York ad- 
vertising man, one- of the early 
pioneers in outdoor advertising. He 
was the late Ivan B. Nordhem, 
president of the Ivan B. Nordhem 
Co. 

The cooperative’s original pur- 
pose was to provide to independent 
bakers the management advice and 
counsel and the pooled advertis- 
ing resources necessary to enable 
them to compete with the large 
chains then being formed. 

The organization grew steadily. 
Its services in production, account- 
ing and sales became cutstanding 
in the industry. While the adver- 
tising service it rendered its mem- 
bers was effective, the advertis- 
ing department was severely 
handicapped because 87 different 
brand names with their respective 
packages, wrappers and designs 
had to be imprinted and adapted 
to the material of 87 different 
members. 


@ In 1941 a major merchandising 


ate... WHEN 


YOU THINK OF VACATIONS... 


YOU THINK OF 


~ FLORIDA -- THINK OF FLORIDA'S 


THREE BIG MORNING 


think of vacations. 


‘And. more and more space buyers are 


Most everyone thinks of Florida when they PP 
But an increasing % 
number of manufacturers and distributors 4 
are discovering that Florida is more than 
just a vacation land — that it has become 
a big, growing, important year ’round 
market for all types of merchandise. 


DAILIES! 


discovering that they can reach the bulk of @ “oy ‘ 


Florida’s high buying power — easily 
and economically — through the pages of 
Florida’s three big morning dailies. 
these three newspapers deliver family 
coverage where 78 percent of Florida’s 
effective buying income is concentrated — 
in its three major markets and their rich 


trade areas. 


So when you think of Florida — sales-wise 
— think of the Florida Times-Union in 
Jacksonville, the Miami Herald and the 
Tampa Tribune. And remember — to sell 
it to America, test it in Florida where 
you can reach a true cross section of the 


United States — at lowest cost. 


Because 


FLORIDA TIMES-UNION 


Jacksonville . 


MIAMI 


National Representatives - Sawyer-Ferguson-Walker Co. 


National Representatives - Story, Brooks & Finley, Inc., A. $. Grant, Atlanta 
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BAD'S WD GOL CRAMP! Brut he ses up phoney of emecgy Meor hum sang 
yous pranes next cine sen enewo his 0 toa Gaokanse supper alex an chiar 
pee on he e 

UAB ENOWS GOOD FOOD! You Dad gues for all Owe extrs devon amd trent 
nee of quality weed Sunbeam He loves how it rane up exiregalden and 
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Replace 
SUNBEAM Energy-Back Supper! 


$1,325,000—That’s how much the Quality Bakers of America are expected to in- 
vest this year for newspaper ads like this, prepared by the co-op organization's 


staff. 


reorganization was effected, 
George N. Graf, present merchan- 
dising director, who had left the 
organization some years before 
to head his own business,, the 
George N. Graf Co., an advertising 
agency for bakers, was persuaded 
to liquidate his own company and 
return to Quality Bakers as mer- 
chandising director. 

At the same time, Robert L. 
Schaus, who had been assistant 
advertising director since 1933, 
was named advertising director. 

Graf and Schaus together creat- 
ed, pioneered and sold the mer- 
chandising and advertising ideas 
that have made the association a 
leader in its field, and that have 
helped to multiply sales for its in- 
dividual members, Today, the sales 
volume of these independent bak- 
ers aggregates more than $140,000,- 
000 annually, a figure which re- 
portedly makes them the largest 
associated group in the industry. 


es From the beginning, Graf and 
Schaus took the position that 
standardization of methods and 
products was essential for max- 
imum results at minimum cost in 
a cooperative merchandising and 
advertising setup. : 
Moreover, until the early °40s 
virtually all bread wrappers had 
been designed by men. But 90% 
of all bread sold was bought by 
women, Graf and Schaus felt that 
women should have a determining 
voice in the packaging of the prod- 
uct..They were confident that if 
they could interest women in the 
design of the wrapper and have 
the design approved by women’s 
groups, Quality Bakers would have 
a strong sales argument. 


w One day while this work was 
going forward, Ellen Segner, an 
artist who had been working on 
designs, saw a youngster in Wash- 
ington Park and had an inspira- 
tion. Miss Segner took the young- 
ster to see Schaus. 

“Here’s your ideal trademark,” 
she said, showing Schaus a sketch 
of the child holding a slice of but- 
tered. bread. Graf and Schaus 
agreed that Miss Segner had some- 
thing. A few days later the brand 
name Miss Sunbeam was decided 
on, and the new wrappers were 
rolling off the presses ready to be 
tested. 

Pollack Paper Co., Cincinnati, 
which worked with Quality Bakers 
in the development of the new 
wrappers and which had experi- 


mented with a number of dif- 


ferent types of waxed paper, with 
color plates, and with various 
printing details, is credited by 
Schaus for helping to make pos- 
sible the present Sunbeam wrap- 
per, which is printed in four col- 
ors. 


= The first sales tests of the new 
wrappers, designed entirely by 
women, were made in Wilmington, 
Del., Chester, Pa., and Philadelphia 
in cooperation with local grocers. 
The results were enheartening and 
justified more extensive tests. 

These were made in Cleveland, 
New Bedford, Topeka and Jackson- 
ville. A vigorous and consistent 
advertising campaign was used to 
support the tests in each market. 
This included full-page and half- 
page ads in local newspapers, a 
large number of radio spots five 
days a week, outdoor advertising, 
direct mail and a vast quantity of 
point of sale material. During the 
testing period, which ran for ap- 
proximately 13 weeks, bread sales 
increased 25% to 50%, depending 
on the market position. 


s This success convinced members 
of the organization of the logic and 
value of Quality Bakers’ new mer- 
chandising and advertising pro- 
gram, and made it easier for many 
of them to give up voluntarily the 
use of their own advertised brand 
names, some of which had been in 
existence for 20 to 30 years. 

“Aside from the sound advertis- 
ing value of the Sunbeam label,” 
Mr. Schaus told AA, “a major con- 
tributory reason for the success of 
Quality Bakers’ advertising cam- 
paigns is the careful and detailed 
preparations made by each indi- 
vidual member of the group before 
a campaign is launched. 

“These preparations involve 
months of work. They include mod- 
ernizing plant and machinery, ad- 
justing distribution methods, mak- 
ing market analyses and special 
personnel training. The member- 
ship pledge which all members sign 
helps to make the preparatory work 
simpler and easier.” 


@ Each member of the group 
agrees to spend a minimum of 4% 
of his sales for advertising. In ad- 
dition, his membership pledge cov- 
ers five basic points: 

1. That in the interest of fair 
prices and fair profits he will at 
all times keep adequate cost rec- 
ords and give honest information 


to any official or inspector entitled 
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thereto. 

2. That he will use in his prod- 
ucts no materials or ingredients 
other than those of known purity 
and wholesomeness. 

3. That he will at all times ad- 
here to the truth in his advertis- 


ing. 

: That his plant and business 
premises will always be clean and 
sanitary, and that the public will 
be welcome to make inspection at 
any time. 

5. That he will maintain the 
highest standards of ethical and 
moral practices in the conduct of 
his business, to render the public 
the best service, and to reflect 
credit on his association and his 
industry. 


s Today all 104 of the members 
use the association’s advertising 
program. The headquarters office 
in New York provides the members 
with a full advertising service. The 
over-all advertising budget is 
planned in cooperation with local 
management. The headquarters of- 
fice buys everything that involves 
a national rate, or where there is 
some advantage to be gained by 
doing so. Where local rates apply, 
the individual member buys time 
or space. 

The over-all annual advertising 
outlay by. categories is approxi- 
mately as follows: outdoor, $500,- 
000; 3-sheet outdoor, $400,000; 
movies, $200,000; point of sale 
material, $750,000; newspapers, 
$1,325,000; radio, $1,325,000. 

Each member plant’s advertis- 
ing plan and budget is reviewed 
annually, or oftener if necessary, 
and revised if market conditions 
require revision. Cost and sales 
records are checked regularly by 
the headquarters staff, and on-the- 
spot consultations are held when- 
ever warranted. 


® In addition to getting advertising 
and merchandising help, members 
of the cooperative also receive the 
advice and services of technicians 
in chemistry, engineering and cos‘ 
accounting. The sales promotion, 
dealer relations and personnel de- 
partments render the members 
practical, constructive and contin- 
uing service. The purchasing de- 
partment pools the purchases of 
104 members and buys in quan- 
tities which enable _ individual 
members to save thousands of dol- 
lars annually and to compete on 
even terms with the largest pro- 
ducing corporations in the industry. 

Commenting on the organiza- 
tion’s 1950 plan of action, Schaus 
emphasized that “package appeal 
alone is not enough. The stress 
should be on the product rather 
than the package. After all, de- 
spite Miss Sunbeam’s proved draw- 
ing power, it is not the wrapper 
but the good bread inside the 
wrapper that people actually buy. 


ws “We believe there are five key 
steps to a successful advertising 
program. 

“First, we believe in the pres- 
sure theory, of out-advertising the 
competition all down the line. This 
means spending as much money as 
your competition and more if pos- 
sible. It means allocating your ad- 
vertising money well in advance 
and planning a preconceived bud- 
get. 

“Second, we believe in balanced 
budgets and in planning the adver- 
tising budget to cover the three 
basic points at which we can sell 
Mrs. Consumer. This means in the 
home through radio, television, 
newspapers, and direct mail. It 
means getting your messages over 
to her on her approach to the store 
by using 24-sheets, 3-sheets, paint- 
ed walls, car cards, movies, etc. 
And finally it means in the store 
by point of sale materials, window 
displays, valances, etc. 


s “Third, we believe in making 
proper use of mass media. This 
calis for a complete analysis of 


SHE’S 7 YEARS OLD NOW-—tittle Miss Sunbeam was an idea conceived seven years 

ago by the Quality Bakers. In outdoor posters like this and in many other media, 

she carries her slice of buttered bread and works sales wonders for her sponsors 
in 39 states. 


newspapers, radio stations, outdoor 
showings and movies to determine 
how much should be spent on each 
medium, plus the proper selection 
of space and time. 

“Timing is a vitally important 
factor in all types of advertising. 
Your radio or television commer- 
cials must be timed so they appear 


at the best possible time. Newspa- 
per ads must be timed to get the 
best possible return from every 
dollar spent. 

“Fourth, we believe that at least 
twice a year a bakery should put 
on a special drive for about six to 
ten weeks as a means of getting 


extra business. Reserve money 


should be allocated to take care of 
special items that are offered in 
connection with these drives. 

“Fifth, we believe it is necessary 
to offer specials or varieties dur- 
ing the course of the year to at- 
tract fresh interest. In other words, 
the emphasis on a staple product 
such as bread has to be shifted oc- 
casionally to doughnuts, for ex- 
ample, or to special assortments, or 
new loaves, etc. 

“We face the future with un- 
shakable confidence,” Mr. Schaus 
declared. “Our position in the mar- 
ket is established. Our plants are 
aggressive. Our sales departments 
are geared with the proper sales 
tools and materials to keep them 
up front. 

“Our coordinated advertising and 
merchandising program is what 
enabled us to forge ahead. It has 
proven its value. The best evidence 
of this is that, for 16 straight 
years, Quality Bakers’ plants 
showed a yearly increase over the 
preceding year.” 


Simplicity Boosts Brin: 
Becomes Magazines Head 


Arthur A. Brin 
has been named 
a vice-president 
and publisher of 
company maga- 
zines by Simpli- 
city Pattern Co., 
New York. Pre- 
viously sales pro- 
motion manager, 
Mr. Brin has 
been with Sim- 
plicity for 21 
years. 

Among the magazines he will 
publish are Simplicity Pattern 
Book, a consumer publication for 
home sewing, and Modern Miss, a 
home economics magazine for 
teachers. 


Hearn Boosts Resnick 


Herman Resnick has been pro- 
moted to advertising manager of 
Hearn Department Stores, New 
York. Associated with Hearn for 
16 years, Mr. Resnick was previ- 
ously assistant to the sales promo- 
tion director. 


& 


». 


Arthur Brin 


..and the Peace that was Molded in Plastics 


Scientists mixed molecules like mad and came up 
with a gasoline that gave tired old prewar buggies 
the power of 1951 demonstrators. 

Copy men wrote reams. The layout boys took 
these gems of prose and made layouts that were 
beautiful to see. The artists toiled in oils and tam- 
pered with tempera. The ads. were magnifique, 


terrifique! 


But when these gorgeous ads appeared in the 
hinterlands press, the client exploded and he wasn’t 
fueling. There was war. 

The Agency went to Reilly. Reilly went to Plastic- 
types—Reilly Plastictypes. And lo! There was peace, 


305 EAST 45th 


‘Reilly Electrotype Company 
: Creators of Better Plates 
for Better Printing 


MUrray Hill 6-6350 


beautiful peace—and beautiful ads we might add. 

Reilly Plastictypes might cost a few pennies 
more than mats, true. But who’s going to quibble 
over a couple of quid when thousands of dollars are 
involved? It doesn’t make sense. Reilly Plastictypes 
give you finer, truer reproductions than even the finest 


newspaper electrotypes. Reilly 


has turned out over 


five million Plastictypes—tear sheets tell their story 


of superiority. 


Call in Reilly, whatever your problem in repro- 
duction. A Reilly expert has the answer. Or, if you’d 
rather, here’s the coupon that does the trick. No 


obligation. 


REILLY PLASTICTYPES 


STREET, NEW YORK 17, N. Y. 


ie 
Saag 
vied 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 


4 Show me why your Plastictypes will give me 
4 better reproductions in newspapers. 
1 NAME 
‘ COMPANY 
ADDRESS 
city ZONE STATE 
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BBDO, Close toTopof 
Heap, is Still Growing 


(Continued from Page 1) 
people who make BBDO. The 
agency doesn’t believe in scuttle- 
butt; through publications, through 
meetings, through every possible 
channel it tries to let the people 
who work at BBDO know what 
goes on there. 

It was an agency which be- 
lieved in teaching its men to act 
decisively, to deal with prob- 
lems, not to bypass them. In pres- 
ident Ben Duffy’s phrase, “the 
ballplayer who’s sitting on the 
bench doesn’t make any errors” 
—and BBDO’s management can 
excuse errors of commission. Yet 
the agency assumes that its men 
will learn the intricacies of the 
advertising business. The young 
man who once excused himself by 
explaining, “No one ever told me 
about this,” got a sharp and ready 
reply: “Did you ever ask?” 

It was an agency which can- 
didly admits it. pays no fantastic 
salaries, that its best men are un- 
der constant barrage from other 
agencies which will pay them 
more, and that the big reward for 
most BBDO’ers is to become a 
stockholder—as 168 of them now 
are. 


s How did BBDO get this way? 
Partially through deliberate or- 
ganization, in 1939. 
The merger which formed the 
agency with the name that sounds 


like a trunk falling downstairs 


build the branch. He is still there, 
except that he is now executive 
vice-president in charge of west- 
ern operations. He improved the 
Minneapolis situation until BBDO 
was the largest agency in the city 
(its 82 employes make it BBDO’s 
second largest office). 

In 1939, it was evident that re- 
organization was necessary. Al- 
though the agency had billed $17,- 
000,000 in the preceding year, it 
operated in the red. Roy S. Dur- 
stine left the agency, but BBDO 
held on to all accounts. 


a The man who headed the re- 
organization was Alex Osborn. 
Osborn is considerably less well- 
known than other BBDO leaders, 
largely because he is rooted in 
Buffalo. He spent a great deal 
of time in New York during the 
critical years, and he visits New 
York regularly now, but Buffalo 
is his fief. Shrewd, witty and a 
writer of considerable skill (“Your 
Creative Power,” published in 
1949 by Scribners, is in its tenth 
edition), he applied himself to 
the problem of getting the agen- 
cy back into aggressive shape. 

BBDO men say the realignment 
was done without pay-cutting and 
wholesale firing. The answer lay 
in getting more people to do more 
and better work, and eliminating 
waste. 

Among Osborn’s moves was the 
establishment of a new stock-pur- 
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CUTTING UP—Bruce Barton (center), chairman of the board of BBDO, and Leslie 
N. Perrin, president of General Mills, watch some expert knife wielding by General 


Mills’ Chairman 


(in Stuart Peabody’s oft-used but 
seldom-credited phrase) occurred 
in 1928. Barton, Durstine & Os- 
born had been in operation since 
1919, and at the time of the mer- 
ger George Batten Co. was some- 
what larger in billings. 

The head of the Batten agency, 
William H. Johns, was—until his 
death in 1944—one of advertis- 
ing’s genuine pioneers, and one of 
the three founders of the Ameri- 
can Association of Advertising 
Agencies. He became president 
of the executive committee of 
BBDO, moving up to chairman of 
the board in 1939. Last year he was 
selected as one of the original 
members of the Advertising Hall 
of Fame. 


@ By 1930, the agency had more 
than $31,000,000 in billing, but 
it didn’t last too long. In 1931, 
BBDO bought the Guthrie agen- 
cy in Minneapolis, gaining con- 
siderable billing; in 1933, Ralph 
Campbell, BBDO’s manager, and 
Ray Mithun walked out of the 
office with every account in the 
shop except Hormel—then billing 
about $150;000. John C. Cornelius 


was moved to Minneapolis to re- 


Harry A. Bullis. 


chase plan, for about 100 stock- 
holders; this number has now 
grown to 168, and the stock plan 
Was apparently on a pay-out-of- 
profits deal, so that the stockhold- 
ers couldn’t come out any worse 
than even, and it gave them a 
tremendous incentive to get out 
and drive. The stock is tied up in 
repurchase agreements, so that 
anyone who leaves BBDO leaves 
his stock behind him. And the 
“names on the door” now own 
less than 5% of the stock. 

Osborn’s rehabilitation worked 
so well that BBDO has never 
been in the red since that year; 
its billings jumped 16% the fol- 
lowing year, and have spiraled 
upward ever since. BBDO billings 
grew from $23,000,000 in 1941 to 
$43,000,000 in 1946. 


The Upper Echelon 

The operations of this giant 
agency rest with two groups of 
men. Bruce Barton, board chair- 
man; Osborn, and F. R. Feland, 
treasurer, are available for con- 
sultation with Duffy and the four 
executive vice-presidents who are 
the operating bosses of the agen- 
cy: Charles H. Brower, creative 


services; J. Davis Danforth, ac- 
count operations; J. C. Cornelius, 
western operations; and Fred B. 
Manchee, who heads marketing, 
research and merchandising ac- 
tivity. 

All four have spent their entire 
business lives with the agency. 
Duffy’s rise from office boy 
through the media department to 
the presidency of BBDO is well- 
chronicled, but the progress of the 
other three is not as well known. 


s Brower was a copywriter with 
the Batten Co., joining in May, 
1928. After the merger, the pre- 
vailing philosophy in BBDO was 
that an advertising man was an 
all-’round man, that account ex- 
ecs should be able to write and 
supervise their own copy—and 
Brower functioned as an account 
man. 

When the agency was reorgan- 
ized in 1939, creative work was 
supervised by a board, and in 1941 
when the copy department was set 
up again, Brower moved gratefully 
back to creative work. He is in- 
clined to regard the period as a 
“League of Nations” interim. 

“We were a group of little 
agencies,” he recalls, “but not one 
unified agency.” Further, he felt 
that creative men handled contact 
indifferently, and that the con- 
tact men were badly equipped 
creatively. 


a Fred B. Manchee is the most 
recently elevated of the execu- 
tive vice-presidents, He was a 
fledgling student in Harvard Law 
School; in the summer of 1924, 
through Princeton’s summer place- 
ment bureau, he went to work for 
BBDO as an interviewer. When 
fall came, he had rung doorbells 
so successfully that he was offered 
a job in BBDO research. He took 
the job, and has been in research 
—except for a period as a con- 
tact man—ever since. 

J. Davis Danforth joined BBDO 
after leaving Princeton, first serv- 
ing as a messenger. He moved 
rapidly through the account-man 
avenue. He still supervises an ac- 
count group in addition to head- 
ing account operations. 

Although Danforth is widely re- 
garded as BBDO’s new business 
man, he says flatly that he isn’t, 
that the agency has no new busi- 
ness man, nor, for that matter, 
any organized new business ac- 
tivity. When solicitations are made, 
they are usually made by the 
team: Brower, Danforth, Duffy, 
Manchee—and Cornelius, if the 
account is in his territory. 

Danforth is deep in the training 
programs of BBDO, including the 
short course by which promising 
youngsters are trained to become 
BBDO account men, and is now 
lining up a television training 
course for contact men—‘adver- 
tising men first, television speci- 
alists later,” is Danforth’s recipe. 


a The fourth of the management 
group is John C. Cornelius, who 
runs BBDO’s western operations 
from Minneapolis. He went to 
Minneapolis two years after join- 
ing the agency, and immediately 
after the Campbell-Mithun raid. 
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STAR & CLIENT—BBDO President Ben Duffy and Vincent Riggio, chairman of the 
board of American Tobacco Co., are kept in good humor by Lucky Strike’s star 
salesman, Jack Benny. 7 


He suc¢éeeded in establishing the 
Minneapolis operation, in solidify- 
ing BBDO’s weakened Chicago po- 
sition (where Cornelius’ first lieu- 
tenant, Henry Haupt, is now in 
charge), and in establishing and 
fortifying beachheads on the West 


Coast. BBDO 
moved into Hol- 
lywood in 1937, 


into San Francis- 
co in 1940 (and 
reversed adver- 
tising procedure 
by moving tal- 
ented admen from 
the East into the 
coast operation) 
and in 1942 BB- 
DO opened a 
downtown Los Angeles operation 
in addition to the radio and pub- 
licity operation in Hollywood. 

As Osborn is rooted in Buffalo, 
Cornelius is rooted in Minneapolis, 
where he is a civic leader. In 1948 
he was chairman of the Four A’s. 


What Made BBDO Grow? 

The agency’s remarkable growth 
is attributed by Ben Duffy equally 
to new business and to expansion 
of present accounts. 

Duffy is realistic in his ap- 
praisal. “Good clients make good 
advertising agencies,” he _ says, 
and adds that BBDO was fortunate 
in acquiring clients who made 
good products, wanted to promote 
them and had the facilities to 
back up the product. 

At the same time, he believes 
that clients and agencies which 
think alike tend to gravitate to- 
gether. BBDO’s belief in research 
and merchandising has attracted 
clients who want that service 
from their agency, just as BBDO’s 
earlier eminence in institutional 
advertising stemmed from clients 
who were attracted by the repu- 
tations of Barton, Durstine and 
Osborn, all of whom were skilled 
writers. 


J. C. Cornelius 


# BBDO’s growth comes from 
“hard work,” Duffy says soberly. 
“We’re no magicians. We have 
no rabbits in the hat. We just try 
to do the best job we can for our 
client.” 

Although Duffy has the repu- 


tation of being one of advertis- 


OUTING—At the annual BBDO outing last year, the photographer caught President 


Duffy with this foursome: Alex Osborn, J. 


Davis Danforth, executive v. p. in charge 


of account services; Harry Payne, art director, and Leon Hansen, v. p. who heads 
the Pittsburgh office. Payne and Hansen generally battle it out for the agency title. 


ing’s hardest-working men, he in- 
sists that the agency’s organiza- 
tion puts much of the responsi- 
bility which would normally fall 
on the president on the shoulders 
of his executive vice-presidents, 
“When we hold meetings,” Duffy 
says, “we talk about client prob- 
lems—not about BBDO.” 
Further, BBDO is free from pol- 
itics. This means that the agency 
has a certain inner stability, par- 
tially resulting from the fact that 
the people are working for them- 


‘| selves, partially from the fact that 
'|if good jobs open up, the normal 


course is to fill them from within 


|| BBDO. 


@ This builds loyalty—and morale 
(“they get satisfaction out of see- 
ing fellows they worked with on 
a desk get ahead,” Duffy reports) 
—but it isn’t allowed to turn into 
complacency. 

“In advertising,” Duffy says, 
“the man who is willing to stand 
on what he did yesterday is a, 
dead duck.” i 

Further, BBDO’s head man has 
a firm belief: An advertising man 
should never have time on his 
hands. In the agency there is much 
to be learned, much to do—and 
there are always stores to visit, 
sales to check, research to be done. 

The clients are treated alike. 
There is no distinction between 
big and small clients, and they 
get equal service. BBDO has no 
office intercharging—if a client 
wants a check run in San Fran- 
cisco, he asks for it and gets it— 
and no inter-office accounting is 
done; this is part of the package 
bought when the client picked 
BBDO. 

This same principle is applied 
to personnel—if one of the branch- 
es needs a man from another office 
to help on a specific problem, it 
gets him, and there are no subse- 
quent accountings. 

In fact, BBDO has no “minimum 
account.” “Our taking an account,” 
Duffy explains, “is based on where 
we think it can go.” 

Some of BBDO’s accounts have 
gone spectacularly. Wildroot, for 
example, has grown from a $300,- 
000 account to a $2,500,000 adver- 
tiser during BBDO’s tenure. 


Account Work 

Danforth is in charge of BBDO’s 
contacts with clients, and he has 
developed a few basic principles 
about client work. Among them: 
“We don’t hire big shots,” “We 
never hire a man with vest pocket 
accounts—he can take them else- 
where as fast as he brings them 
here,” ‘““We’ve grown big by hiring 
young men and pushing them 
along.” Further, “the important 
thing to our growth and to our 
future is the caliber of personnel 
we build here.” 

BBDO’s system of handling ac- 
counts is a group system with ac- 
count men heading up a team and 
reporting to a group supervisor 
who rides herd on three or four 
accounts. There are exceptions to 
the rule: DuPont is a single ac- 
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count group because of its size 
and complexity, as is Lucky Strike. 


g There are ten account groups 
in the New York office, and these 
represent about half the billing 
of BBDO, although considerably 
less than half the accounts are in 
New York. Danforth’s own group 
contains Ethyl Corp., B. F. Good- 
rich and General Electric. 

To keep the account man pool 
going, Danforth screens about 100 
men a year, from which three or 
four will eventually be enrolled 
in the agency’s short course. They 
will be paid about $50 a week (if 
single, somewhat higher if mar- 
ried), they will come either from 
college or from allied fields in ad- 
vertising, e. g., from magazine 
staffs, and they will be 25 or un- 
der. They are shot through the 
agency from department to de- 
partment, and they learn how the 
agency works. “That first year 
they should really pay us,” Dan- 
forth believes. 

But the work of the account man 
has been altered unbelievably in 
Danforth’s 20 years (he celebrates 
his 25th year with BBDO Sept. 1): 
the account man of 20 years ago, 
Danforth says, had little to do. 
The a. e. of 1950 must know sales 
liaison, research and merchandis- 
ing—in short, all the added serv- 
ices of the big agency, which have 
reduced agency profit, percentage- 
wise, and loaded the account man 
with jobs he never had before. 


a In addition to the short course, 
Danforth lines up the account for- 
ums. These are Monday luncheon 
meetings, attended by 90 to 100 
people, who eat sandwiches from 
the test kitchen, and get cut in 
on the thinking and procedure be- 
ing followed on two BBDO ac- 
counts. The meetings are thorough; 
they cover merchandising plans, 
copy, approaches, and even actual 
kinescopes of TV shows under con- 
sideration. 

All BBDO account men are get- 
ting instruction in television; the 
agency now has 40 clients in TV, 
and has another 40 who are eye- 
ing the medium. In addition, they 
get a continuing stream of publica- 
tions pointing out what the agency 
is learning in merchandising, in 
copy research, in premium-test- 
ing... which stream from research 
and merchandising. 


Research, Media and M&M 


Research is headed by Fred 
Manchee. Under him (see chart) 
are Arthur Menadier in New York, 
Chester Oehler in Chicago, and Dr. 
D. B. Lucas of New York Uni- 
versity’s marketing department, 
who is a regular consultant, spend- 
ing each Friday at BBDO. 

Field research is directed by Ro- 
bert King, and handles two con- 
sumer panels: the Onondaga Con- 
sumer Panel, a cross-section of 
1,000 families in Onondaga Coun- 
ty, New York, of which Syracuse 
is the shopping hub, and the 
BBDO National Panel of Consumer 
Opinion, consisting of 3,000 fam- 
ilies residing in cities of 2,500 and 
over. Both panels are operated 
from Syracuse, where BBDO keeps 
an office under the supervision of 
Dr. Harry Hepner of Syracuse Uni- 
versity. 

BBDO operates the panels, 
members of which accumulate 
coupons to be redeemed for pre- 
miums, and clients pay only out- 
of-pocket expenses for their use 
of the panels. 


@ Radio Research is directed by 
Mrs. Teddy Anderson, who joined 
BBDO after service with C. E. 
Hooper. Like other BBDO re- 
search sections, the radio group 
operates on a three-way basis: 
(1) in pre-testing to see how well 
the advertiser will reach the pub- 
lic with a given show; (2) post- 
checking to determine effective- 
ness; (3) informing BBDO and the 
advertiser as to what is being 
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BBDO Research and Marketing 
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learned. 

The panels are also used for 
radio, and BBDO has made exten- 
sive efforts—including work with 
Psychological Corp.—to discover 
the changes in public attitude due 
to radio programs. A new unit in 
the department is the Radio and 
Television Testing Bureau, su- 
pervised by William Reynolds and 
created to measure audience re- 
action to AM and TV commercials. 
Commercials are tested for such 
factors as remembrance, believ- 
ability and power to produce sales 
response. 

Media, headed by vice-president 
Fred Barrett, has a mere 108 peo- 
ple in the department. Included 
are 25 key buyers of space and 
radio time, plus 32 assistant buy- 
ers, and 51 researchers, secretaries, 
comptometer operators and typ- 
ists. 


w To assist in evaluating media 
research, the media department 
has within it a seven-man group, 
concerned solely with media re- 
search. This group’s job is analyz- 
ing media standards and stand- 
ings and determining trends, and 
annually the group completes an 
over-all study of all media which 
serves the agency as a compre- 
hensive guide to thinking and a 
background for media planning. 

Also in Manchee’s bailiwick is 
the Merchandising and Marketing 
department. The M&M department 
is one of the reasons for BBDO’s 
gradual invasion of the package 
field, where only a decade ago it 
had primarily industrial and in- 
stitutional accounts. 

The M&M department is an ex- 
ception to the rule of BBDO- 
grown and trained men. Most of 
its executives came from the food 
or drug field; it includes a depart- 
ment store specialist, and another 
man whose background included 
couponing, sampling, contests, 
deals and promotions. 


ws It gets a workout: in one month, 
the M&M department did 94 jobs 
for 46 clients—from eight BBDO 
offices. It works with the client 
on point of sale material, includ- 
ing testing displays and auditing 
sales, it is responsible for sales 
analysis, it fields special reports, 
and it has developed unique ap- 
proaches to the food and drug 
field. 

In 1940, BBDO decided it could 
be of help to retail grocers: It put 
together a service for retail groc- 
ers called “The BBDO Food Staff,” 
consisting of a presentation based 
on some problems ‘faced jointly by 
grocers and food manufacturers. 

There have now been 13 such 
presentations made, most of them 
shown to chain grocery execu- 


tives, leading wholesalers and key 
retailers in areas in which 75% 
of total food store sales are made. 
They have covered studies of buy- 
ing habits of women, how to plan 
retail grocery advertising, and 
ideas for ads. 


a A similar operation was intro- 
duced in the drug field, patterned 
after the food staff idea. Two 
drug staff presentations have now 
been made, and have been shown 
to 200 key drug wholesalers and 
chain operators. The agency fig- 
ures on three benefits from the 
drug staff: (1) It helps BBDO to 
know its drugs; (2) it results in 
ideas which will help the agency’s 
creative departments, and (3) it 
gains good will for the agency and 
its drug clients. 

In addition, the agency conducts 
home economics research, library 
research and convention reports 
(some BBDO man covers the con- 
vention, filing a brief resume of 
what was said for the benefit of 
account men and clients), issues 
a food and drug staff newsletter 
covering significant developments 
in the field and digests from trade 
publications. 

BBDO also makes unique use of 
its employes. Some 185 girls, from 


18 to 28, are aligned in the Junior 
Council, where they serve as an 
immediately-available cross-sec- 
tion of the young market, ready 
for help in product-testing, art 
selection, packaging and merchan- 
dising ideas, testing ground for 
new product names, and shopping 
reports. The Junior Council work- 
ed out so well that BBDO now 
has a “Home-maker’s Council,” 
composed of older women in the 
agency, to consult on similar prob- 
lems. 


es BBDO has gone far in copy- 
testing. One of its vice-presidents 
is John Caples, who wrote the 
famous ad, “They laughed when I 
sat down to play...” and is the 
author of three books on copy- 
testing. As the agency’s specialist 
on coupons and hidden offers in 
copy, and on split runs, he heads 
BBDO’s copy-testing. 

The operating director of copy 
research is Richard D. Holbrook, 
a former writer. His group con- 
siders pre-tests and media anal- 
yses of readership; they try to 
find out which sizes and shapes, 
colors and positions, copy and lay- 
out techniques stop the most read- 
ers per dollar. More than 20,000 
Starch-checked magazine ads are 


61 


|ecross-analyzed each year to de- 
termine the rise and fall of various 
factors (and BBDO men get per- 
iodic reports on the performance 
of their client’s ads vs. all com- 
petition). 

Holbrook invented the Rotary 
Set for Viewing Posters (AA, Nov. 
21, 1949), which permits testing 
outdoor layouts by putting them 
on a slowly-turning turntable to 
simulate actual viewing conditions. 


# Finally, BBDO has set up IBM 
cards on the ARF’s Continuing 
Study of Newspaper Reading. Each 
of 3,462 national ads has been 
coded for 960 major factors, and 
the cards can be sorted by ma- 
chine in any way desired, so as 
to deliver specific readers-per- 
dollar answers for questions like: 

What position on a news page 
stops the most readers per dollar? 

How do ads using the news- 
photo and caption technique score? 

What page is best? 

Hew many readers-per-dollar 
does the average newspaper ad 
stop? 

These and other creative ef- 
forts to make advertising more 
effective dovetail into BBDO’s 
creative department. 


The Creative Department 

The object of this creative re- 
search, the creative department, 
is divided into five sections: copy, 
radio, art, television and publici- 
ty. Each section has its own head, 
except copy: Brower functions as 
head of copy as well as over-all 
creative chief. 

The copy staff is broken into 12 
groups, each supervised by a group 
head. Some of the accounts—no- 
tably DuPont, which represents 
nearly 25% of the number of ad- 
vertisements placed by BBDO 
during a year—have a complete 
group working on them. Here 
again, BBDO has tried to get like 
people on like accounts. 

The agency once had a trade 
and technical division in the copy 
department, but decided that con- 
sumer copy was often closer to the 
trade viewpoint anyhow, and has 
long since decided that the same 
copy group shall work both on 
consumer and industrial copy. The 
old trade and technical section, in 
fact, formed the DuPont creative 
group. 


s All BBDO branches except De- 
troit and Hollywood have com- 
plete staffs. Their creative heads 
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check back into New York regu- 
larly to discuss problems and 
Brower is regularly asked to come 
out and consult on problems. “No 
interoffice charges, you _ see,” 
Brower told AA, just as Duffy 
had. “This goes into BBDO ex- 
pense.” 

In the creative end as else- 
where in the agency, BBDO’s 
operatives are homegrown. One 
top art director, Brower recalls, 
came to BBDO to deliver a pair of 
pants from his father’s tailoring 
establishment, and “never found 
the way out.” 

Under Brower is a radio de- 
partment which is in its 22nd year 
of operation, headed by vice-pres- 
ident Arthur Pryor, with 16 radio 
writers. BBDO has consistently 
been near the top in network ra- 
dio billing, and more than one- 
third of its radio volume (which is 
about one-quarter of the agency’s 
total billing) is in spot radio, 
where it has been for some time 
the No. 1 agency. 

About 50 BBDO clients are now 
using spot, and this has more than 
mere arithmetical interest. The 
agency’s historic interest in spots 
has given it first class opportunity 
at good spot time, because reps 
have learned that BBDO is a good 
place for a quick sale, and BBDO 
has been able—by judicious swap- 
ping among clients—to keep good 
spot time occupied by BBDO ac- 
counts. 


s Also in Brower’s domain is the 
TV and motion picture department, 
which currently encompasses more 
than 100 producers, directors, 
writers and researchers. BBDO be- 
came interested in TV in 1943, and 
a group from the agency worked 
experimentally with GE in Schen- 
ectady, putting on shows for some 
20 BBDO clients. In motion pic- 
tures, BBDO has made more than 
200—ranging from minute trailers 
and slide-films to full-scale docu- 
mentaries—for clients. 

The size of Brower’s creative 
staff must be appalling to many a 
smaller agency; in New York 
alone he has 53 space copywriters, 
16 copywriters on radio and TV, 


of 23 people. 


necessary, 


status. 


icy, Brower explains pleasantly, 
but “if we had one, it would be: 
that copywriters can get their in- 
formation better first-hand than 
second-hand.” Accordingly, BBDO 
copywriters go to the client fre- 
quently; they’re encouraged to get 
an on-the-spot view of the prob- 
lem. 

But if this seems unusual, it’s 
somewhat deceptive; BBDO goes 
in heavily for planning. 


BBDO Planning 
“Experience has shown,” a 
BBDO pamphlet says crisply, “that 
maximum service is given to our 
clients through organized backing- 
up of the individual with group 


of radio and TV for the agency. Looking 


activity.” Accordingly, from his 
earliest contacts with the agency, 
the client discovers that his ac- 


18 art directors, two TV art di- 


count is assigned not to one man 


MARKET ap age to do a 
better job for his client. 


do it economically. 


CRAFIINT 


These tones instantly become 


two tones of gray plus black 


line work. Here’s economy 
can’t beat! 


tone work. 


THE CRAFTINT MFG. CO. 
1227 £ 152nd $1 @ Cleveland 10. Ohio 


THIS LITTLE ARTIST WENT TO 


Art ability is only one part of an 
artist's success picture. He must 
also know how to get the most out 
of his work when reproduced, 


DOUBLETONE DRAWING PAPER 
has invisible shading screens 
processed into the paper itself. 


ible when Doubletone developer 
1s brushed on. Shading appears 
only where the artist wishes it. 
Finished art, although containing 


white, still reproduces as straight 


Write today for chart showing the 


17 different Doubletone patterns available 
and many interesting examples of Double- 


and 


vis- 


and 


you 


rectors, and a publicity department 


As BBDO has grown—besides 
the paradoxical feeling of being 
introduced at a copy meeting— 
Brower has found that much more 
delegation of responsibility was 
and the escalator has 
been moving fast; writers were 
pushed rapidly into group head 


BBDO has no written copy pol- 


CREATIVE AND 


RESEARCH SESSIONS—At left, Charles H. 
Brower, executive vice-president in charge of creative services, 
goes over an ad with Walter Palmer, a v.p. and copy group 
head, and Henry Bender Jr., v.p. and art director. At right 


Advertising Age, June 19, 1950 PAdver 


Teal ff 


og i | 


in a research meeting are (I. to r.) Robert King, who heads 
field research; Fred Manchee, executive v.p. in charge of re. 
search, merchandising and marketing; Theodora Anderson, who 
heads radio and TV research; and Cary Denny, media staff. 


but to a group. As problems arise 
with the account, he will discover 
the existence of: 

A radio plan board, with which 
the account group may meet. The 
radio board meets every Wednes- 
Its membership is drawn both 
day morning, oftener if necessary. 


RADIO—For U. S. Steel, longtime BBDO client, the agency uses “Theater Guild of 
the Air.” Here John Carradine shakes hands with Arthur Pryor Jr., v. p. in charge 


on are Lawrence Langner, Theater Guild, 


and John Lund, actor. 


from the radio department and 
outside it. 

The media plan board, with rep- 
resentatives from every section of 
media (print, TV, radio, outdoor, 
etc.), from which the account 
group can get over-all media ad- 
vice and assistance, without run- 
ning any chance of the bias which 
may affect a media man who is 
confined to a single medium. 


s And the client will inevitably 
hear of copy born from the “brain- 
storm session.” This intellectual 
melee, unique with BBDO, is gen- 
erally credited to Alex Osborn. 

Briefly, a group of people are 
invited to sit in on a meeting. 
They are drawn from all through 
the agency, and a stenographer is 
at hand to take notes. They are 
encouraged to toss in ideas—all 
ideas, even wild ones, are wel- 
come. It is bad form to criticize 
the ideas. At the conclusion of the 
session, the ideas are carefully ed- 
ited and culled—and many a cam- 
paign has been born from just such 
a session. 

Finally, once the rough plan is 
ready—been through the prelim- 
inary sessions of the account 
group, screened by media and ra- 
dio boards, set with the creative 
department—it comes to the BBDO 
plan board. Duffy heads the plan 
board. Its membership includes the 
three available executive v.p.’s, 
Danforth, Brower, and Manchee; 
also present are Arthur Pryor, 
vice-president in charge of radio, 
and Frank Mahoney and Sam Har- 
ned, vice-presidents and senior ac- 
count group heads. 


a This is the organization of 
BBDO, and its billings are testi- 
mony to the efficiency of its work- 
ing. But being the most successful 
agency in the postwar period does 
;not alone explain the peculiar air 
| of confidence and bélonging which 


pervades the shop. 

“We've got morale,” Danforth 
comments crisply. 

“If you work hard and keep 
your nose clean, there’s no limit 
to how far you can go,” says an- 
other BBDO’er, considerably low- 
er in rank. 

“You don’t have to spend half 
your time playing cloak and dag- 
ger,” explains a third. 


Six Added to Statf 
of Ted Bates Inc. 


Ted Bates & Co., New York, has 
added Neal Wilder, formerly with 
McCann-Erickson, and Allen M. 
Whitlock, last with Doherty, Clif- 
ford & Shenfield, as account ex- 
ecutives. Mr. Wilder will work on 
the Colgate-Palmolive-Peet Co. 
account and Mr. Whitlock on the 
American Home Foods account. 

The agency also has added Vin- 
cent Rowe, formerly with Dancer- 
Fitzgerald-Sample, to the radio- 
television department, and Joseph 
Wallace, previously with Doherty, 
Clifford & Shenfield, to the art 
staff. Vincent Regan, formerly with 
Buchanan & Co., has joined the 
traffic section, and Sid Gross, pre- 
viously with Associated Press, has 
joined the publicity department. 


Appoints Shaw & Schreiber 

Shaw & Schreiber, Philadelphia, 
has been appointed to handle ad- 
vertising of Quaker Maid Mills, 
Philadelphia, manufacturer of Rip- 
oo Twist cotton rugs and broad- 
oom. 


Buchanan Appoints Randall 

Ray Randall has been named 
manager of the San Francisco of- 
fice of Buchanan & Co., to suc- 
ceed Leland B. Blair, who has re- 
signed. 


Hilton Agency Tells 
U.S. Ad Plans for 
Its German Clients 


New York—Peter Hilton Ine. 
has been named to handle adver- 
tising for 220 West German busi- 
ness concerns which will exhibit 
their products at the International 
Trade Fair in. Chicago, Aug. 7-20. 

Announcement of the appoint- 
ment was made by Reinhold M. 
Krause, vice-president of the Ger- 
man National Committee for the 
fair. Mr. Krause, who recently 
arrived in the U. S. to estimate the 
amount of business Germany can 
do here, said the advertising cam- 
paign will cost “a little less” than 
$100,000. 

‘He said the German goods to 
be exhibited will be advertised in 
“all” media and that the 14 Mar- 
shall Plan nations participating in 
the fair will join in a campaign 
boosting their products. The total 
amount to be spent on the joint 
advertising program, he added, 
was to be decided at a Paris meet- 
ing last week. 

Mr. Krause said exporters in 
Western Germany plan to start a 
national advertising campaign in 
the U. S. “in one to three years,” 
after discovering their sales op- 
portunities here. 


Opens Contest to Admen 

The National Committee on the 
Observance of Mother’s Day, New 
York, has issued an invitation to 
advertising men to submit Mother’s 
Day slogans for a $100 prize con- 
test. Deadline for entries has been 
set for Aug. 15. 


AMERICA’S SHIPPERS 
AND CARRIERS ARE 


BIG BUYERS 


Sell Them Through... 


Here is a condensed list of just a few general 
product classifications reflecting the products, sup- 
plies, and services that the 40,000 weekly readers 
of Traffic World buy in large quantities. 


Transportation equipment and supplies of all 
types; freight handling equipment; shipping sup- 
plies; shipping room equipment; transportation 


freight services, etc. 


(all of these for both do- 
mestic and export shipping, of course) . 


Traffic World’s new publishing policy of feature articles in all issues to 
supplement the week’s news coverage provides additional editorial background 


material for advertisers to tie in with. 


Let us send you latest market data and complete publication details. 


CHICAGO 


418 S. Market St. 
Wabash 2-2882 


NEW YORK 
122 E. 42nd St. 
Oregon 9-3188 


WASHINGTON, D. C. 
815 Washington 
Sterling 7325 
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‘American Druggist’ 
Prepares Ad Series 
for Druggists’ Use 


New YorK—A full-page ad sev- 
eral months ago in the Courier, 
Ottumwa, Ia., has encouraged the 
American Druggist to prepare a 
series of newspaper advertising 
mats designed to develop more 
prescription volume for drug stores 
as well as to fight socialized 
medicine. 
The series of four ads in nine 
different sizes is announced in 
the current issue of the magazine. 
The ads were written and designed 
py E. W. Froelich & Co., New York, 

hich specializes in pharmaceu- 
tical advertising. 

American Druggist is offering 
these at cost to retail druggists 
from coast to coast. The ads em- 
phasize that the so-called won- 
der drugs were the creation of 
“molds, mice, men, money and 
competition.” 

Another series devoted to the 
prescription department also is 
available. The general theme is 
that the most important ingredient 
in any prescription is the know- 
ledge of pharmacy that enables 
the druggist to fill it. 


Ruppert Expands TV Drive 


Jacob Ruppert Brewery, New 
York, has expanded its “Ruppert 
Smile of Pleasure” television cam- 
paign with the sponsorship of 
“Broadway—Open House” over 
WNBT, New York, and WBZ, Bos- 
ton, every weekday evening, 11- 
12 p.m. The Ruppert commercials 
are combined with one-way bottle 
promotions for the Anchor-Hock- 
ing Glass Co. 


SSC&B Names Film Counselors 


Sullivan, Stauffer, Colwell & 
Bayles, New York, has retained 
Film Counselors Inc. to handle all 
television film commercials on a 
monthly retainer basis under a 
term contract to service all clients 
of the agency using TV. The film 
organization will select producers 
for specific films and exercise 
technical supervision over all pro- 
duction of TV film commercials. 


WTAM Promotes Scerback 


Clement G. Scerback, a news 
writer for WTAM, Cleveland, has 
been named to the newly created 
position of promotion manager of 
the station and its sister TV sta- 
tion, WNBK. Both are owned and 
operated by NBC. 


The Eye and Ear Department 


“The Halls of Ivy,” featuring Mr. and Mrs. Ronald Colman, is 
a most unusual type of radio program. It is quiet, unassuming, 
human, almost intellectual—since it seldom entails murder, arson 
or cattle-rustling. 

It is, instead, a sort of muted love story of husband and de- 
voted wife, coupled with the subtle and experienced solving of 
very human problems by a warm and delightful college professor 
and his former-actress wife. 

The Colmans—Mr. and Mrs.—handle their parts with what 
is known as consummate artistry. They are practically the entire 
program—and it is a tribute to their acting ability, as well as to 
Don Quinn’s scripts—that you want them to be. 

An experienced hand at radio, Quinn has attained a sort of 
high class corn—helped, undoubtedly, by the intellectual setting 
in which the action takes place. The whole effect of the program, 
however, is one of pleasant satisfaction. You do not feel you have 
wasted your time in listening. You also feel that the product 
sponsoring the program must be good to be in such good com- 
pany. 

Joseph Schlitz Brewing Co. sponsors “The Halls of Ivy”—and, 
in this reviewer’s opinion, it might better eschew all commer- 
cials rather than do what it is doing. The commercials are mild 
enough—quiet dramatizations of the sociability that Schlitz beer 
makes possible. But they suffer in believability against the hu- 
manness of the program script. It might be below the dignity of 
a college professor to hoist a glass of beer and philosophize about 
it, but this Department feels it would be considerably more ef- 
fective than to present some agency man’s idea of how Schlitz 
beer contributes to the betterment of human relations. 

For some reason, agency-created radio dramatizations, like 
agency-created cartoons, strike the ear with about as much valid- 
ity as a lead quarter dropped on a marble table top. People just 
don’t react that way—or say such things. 

It may be true that beneath the breast of every advertising 
writer beats the heart of a disappointed novelist. But if it does, 
you can understand when you hear the average radio dramatiza- 


tion why these disappointed novelists are still disappointed. 


Won't Be Able to Hire New Job-Seekers.in 
Next Two Years, Factory Managers Declare 


NEw YorK—Despite the fact 
that 77% of the respondents to a 
Mill & Factory survey on factory 
employment are employing as 
many or more people than they 
did a year ago, over half of those 
answering the survey do not be- 
lieve that the normal growth of 
private business during the next 
two years will be able to provide 
jobs for the newcomers in the 
labor market. 

Most of these believe that some 
sort of public works project will 
be necessary to solve the problem. 

The survey was made among 
1,000 company executives of alli 
types and sizes of manufacturing 
plants. Replies received and tab- 
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ulated totaled 250, and are ana- 
lyzed in the current issue of Mill 
& Factory, a Conover-Mast publi- 
cation. 


a In 69% of the returns, execu- 
tives answering the survey expect 
that employment will remain about 
the same for the remainder of the 
year. An increase is anticipated by 
24%. 

According to 54% of the re- 
spondents, industry will not be 
able to absorb newcomers in the 
labor market. Asked.what should 
be done if private business cannot 
assure relatively full employment, 
two-thirds said public works proj- 
ects should be set up. A preference 
for government projects similar to 
the Civilian Conservation Corps, 
used during the last depression, 
was expressed by 23% of the re- 
spondents. 


Levolor Names Sheehan 


William P. Sheehan, assistant pur- 
chasing agent since 1941, has been 
named assistant advertising man- 
ager of Levolor Lorentzen, New 
York, manufacturer of component 
parts of Venetian blinds. He will 
have charge of advertising produc- 
tion and the new advertising pro- 
gram to Levolor customers, fur- 
nishing them with a complete mer- 
chandising service to help them sell 
their own brand of Venetians. 


Acme Agency Appoints Two 


Martin J. Welch, formerly with 
Lever Bros. Co. as director of sales 
and promotion for the Portland, 
Ore., area, has been named account 
executive of Acme Advertising 
Agency, Portland. Barbara Brad- 
don, formerly assistant advertising 
director of the Astorian-Budget, 
Astoria, Ore., has been appointed 
production manager of Acme. 


Boston Jr. Adclub Elects 


A. Harvey Cinamon, manager of 
William M. Hirshberg Co., Boston, 
has been elected president of the 
Junior Advertising Club of Bos- 
ton. Other officers elected are: 
Donald A. Campbell, Sears, Roe- 
buck & Co., vice-president; Joan 
List, Wm. Filene’s Sons Co., sec- 
retary, and Lincoln Z. Jalelian, 
treasurer. 


Crosley TV Stations Start 
New Participation Show 
WLW-T, Cincinnati; WLW-D, 
Dayton, and WLW-C, Columbus, 
Crosley television stations, have 
launched a new giveaway show, 
called “On the Line.” Designed to 
fill in for summer network hia- 
tuses, this musical phone quiz tele- 
cast will be programmed five hours 
weekly with sponsorship on a par- 
ticipation basis. 

Bernard Barth, program coor- 
dinator for the ose TV stations 
said that this new show “would 
make Class ‘A’ time available to 
numerous national advertisers who 
heretofore have been turned away 
because of a lack of spot avail- 
abilities.” “On the Line” will be 
telecast a total of five hours a 
week but at varied times during 
the week. 


Metro Revives Service 
for Newspaper Use 

Metro Associated Services, New 
York, has reintroduced a special 
section service for newspapers to 
build additional business. The 
service was suspended seven years 


ago because of newsprint short- 
ages. The first section published is 
a 1950 Back-to-School section. 
When originally launched 15 
years ago, Metro special sections 
were designed to furnish newspa- 
pers with printed dummies of spe- 
cial feature sections for selling 
presentations, publication patterns, 
and as a source for text matter 
and matted illustrations. The new 
program will follow recommenda- 
tions to be made by newspapers. 


Gosse Launches Campaign 


F. A. Gosse Co., Seattle, has 
launched a new campaign featur- 
ing 100-line ads in six newspa- 
pers across the country. Business 
papers also will be scheduled. H. 
W. Fairfax Advertising Agency, 
New York, is handling the account. 


Dictaphone Names Two 

Dictaphone Corp., New York, has 
appointed Joseph F. Anderson, 
formerly with O’Brien & Dorrance, 
and Harold B. Clark, reviously 
assistant to the advertis direc- 
tor, as assistant advertising man- 
agers. 


IT'S EASY, 
WHEN YOU 
KNOW HOw! 


Ts atin cist oc Canine cid einai 


ball-team or a radio station — 


it takes Know-How. 


KWEKH has unequalled radio Know-How in its tri-state 


market . .. a Hooper-proven Know-How born of 24 years 


experience. 
For Mar. - Apr. ‘50, for 


example, Shreveport 


Hoopers gave KWKH a 77.0% higher Share of 


Audience than the next station, weekday morn- 


ings — 55.2% higher 


in the afternoon — 


83.4% higher at night! 


Also—BMB Study No. 2 proves that KWKH gets the 
biggest audience in the rich oil, timber and agricultural re- 
gions around Shreveport. KWKH’s Weekly Daytime Au- 
dience shows an increase of more than 50,000 families since 
1946 ... is now over 300,000 families! 


By every standard, KWKH is your best buy in our booming 
area. Ask us or The Branham Company for all the facts! 


KW 


KH 


SHREVEPORT _ LOUISIANA 


50,000 Watts e 


CBS “Arkens 


The Branham Company, Representatives 


Henry Clay, General Manager 
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You Ought YoKiow . « . Benry Silidortt 


Born in Brooklyn, N. Y., of Dan- 
ish stock in 1898, the year of the 
Spanish-American War and the 
discovery of radium, Henry C. Sill- 
dorff started out in life to be an 
artist but became 
an engineer. To- 
day, he is presi- 
| dent of the G. M. 
Basford Co., one 
of the country’s 
pioneer industrial 
advertising agen- 
cies. A lot hap- 
pened in_ be- 
tween. 

At college, for 
instance, he was 
a star pitcher on 
the varsity nine. He was so en- 
thralled by baseball for a time he 
was tempted to make a career of 
it and, at one period,“even grew a 
beard so he could pitch for the 
House of David. 

In addition to baseball, he was 


Henry Silldorff 


and still is a devotee of music. He 
started to play the piano by ear 
at five and can still sit down at the 
keyboard and play a new hit tune 
after hearing it once. But he can 
also do justice to a Beethoven so- 
nata or a Chopin etude. 

He went into the radio business 
in the early days of the crystal 
sets, but instead of becoming a ra- 
dio engineer he became so inter- 
ested in sales promotion he was 
appointed advertising manager of 
the Weston Electrical Instrument 
Co. 

As advertising manager he 
didn’t think he had enough prac- 
tical sales experience so he be- 
came a traveling salesman. He still 
believes that advertising and sell- 
ing are one and indivisible. 

After two years of selling elec- 
tric motors, fuses, current breakers 
and a variety of other equipment 
to department stores, electrical 
supply dealers and the hardware 
trade, Silldorff returned to the ad- 
vertising business, joining Rickard 
& Co. in New York as a copywriter. 


a “What attracted you to adver- 
tising?” he was asked. 

“I felt it was a new sales tool 
with tremendous possibilities,” he 
told AA. “I had several friends 
who were in the advertising busi- 


=== | ness, and most of them seemed to 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


47 —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16" — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE 710 
SELL THE SOUTH... 
BECAUSE THE SOUTH 


1S SOLD ON... 
HOLLAND'S! 


THE MAGAZINE OF THE SOUTH 
5 DALLAS, TEXAS — 
Offices in Chicago, New York, Atlanto, Nashville 


Simpson-Reilly, Ltd., on the West Coost 


be doing a lot better than I was at 
the time. They told me I ought to 
get into the agency field, which 
was then a comparatively new and 
growing business..I decided they 
were right. I had just been mar- 
ried the year before, had had some 
financial reverses, and wanted a 
job that paid more than the one I 
had. There seemed to be something 
thrilling and adventurous about 
advertising that fascinated me.” 
Speaking of thrills, incidental- 
ly, Silldorff as a youngster was 
a member of the first Boy Scout 
troop formed in Brooklyn. One day 
on a cross-country hike on Long 


Island, he and his companions dis- 
covered the body of a dead man in 
a tract of woodland. It was the 
body of a prominent banker who 
had been reported missing for sev- 
eral weeks and who had commit- 
ted suicide. A reward of $1,000 had 
been posted for information about 
him dead or alive. The reward 
was paid to the troop of scouts. 
Silldorff understandably says that 
incident produced the most mem- 
orable series of thrills he has ever 
experienced. 


@ Asa boy he had a marked talent 
for drawing, and was particularly 
facile in sketching portraits. But 
his father thought there would be 
more of a future for him as a ma- 
chinist. While learning that trade 
at the E. W. Bliss Co. in Brooklyn, 
young Silldorff took an art course 
evenings at Cooper Union. That 
led to the discouraging discovery 
that he was partly color blind. So 
he gave up art for engineering, 
having learned as a machinist’s 
apprentice that an engineering of- 
fice offered more of a future to a 
young man than a machine shop. 

Silldorff was graduated as a 
mechanical engineer from Stevens 
Institute of Technology in 1921, 
after a short tour of duty in the 
Navy as an ensign in World War 
I 


Leaving college, he worked part- 
time for General Electric Co. at 
Schenectady, N. Y., while study- 
ing for his master’s degree at 
Union College. Radio was then in 
its infancy. He became absorbed 
in its intricacies. This led to a 
position with the Weston Electrical 
Instrument Co. in Newark, N. J. 
The position developed into a 
sales promotion job. Silldorff trav- 
eled around the country giving 
technical demonstrations and sales 
talks at various radio shows. 


we When the advertising manager 
of the company resigned, Silldorff 
was appointed to the job. After 
several months he decided that he 
meeded more practical sales ex- 
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perience to be a good advertising 
manager. He and the company’s 
Detroit representative formed a 
partnership and induced the com- 
pany to let them have the state 
of Michigan as their exclusive 
territory, with a sales office in 
Detroit. 

During the next two years Sill- 
dorff got practical sales experi- 
ence plus a never-to-be-forgotten 
lesson in capital investment. In 
addition to selling, he and his 
partner, with the aid of a few 
of their friends, formed a com- 
pany to manufacture radio sets. 
They invested everything they had 
in the venture. They were in pro- 
duction and enjoying an ever- 
increasing sales volume until one 
day they were served papers as 
defendants in a suit for patent 
infringement. In those days in 
radio, patent suits were as com- 
mon as house flies. But neither the 
partners nor their associates had 
any money for litigation. 

Silldorff was chosen to make 
the trip to New York to consult 
an eminent patent attorney, who 
was a friend, and also to try to 
raise some money. The attorney’s 
advice was to keep out of court 
and get out of business, Without a 
case there was no chance to raise 
money. 


@ Silldorff decided to remain in 
New York and sent for his wife. 
That was in 1927. He had been 
married the year before. At lunch 
one day with a friend he learned 
there was an opening at Rickard 
& Co., one of the foremost in- 
dustrial agencies in the country. 
He applied for the job and got it. 
From that day to this, advertising 
has been his business. 

After six years with Rickard, 
Silldorff was invited, in the depth 
of the depression, to join Basford 
Co. and solicit new accounts. 

That was in 1933. He has been 
with Basford ever since, as ac- 
count executive, as vice-president, 
and since April as president. He 
insists, with Roger L. Wensley, 
former president of Basford and 
now chairman of the board, that 
the term “industrial advertising 
agency” is obsolescent. 

It would be more appropriate, 
he says, to use the term “ ‘special- 
ized market’ agency for a variety 
of industrial, agricultural and con- 
sumer products and equipment, in 
contrast to the ‘mass marketing’ 
philosophy of the general agency.” 

Next to advertising and music, 
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Silldorff’s major interests are 
fishing and golf. He’ll fish any- 
where, any time he has an op. 
portunity, but prefers fly fish. 
ing. He plays golf more or leg 
regularly at the Canoe Brook 
Club and lives in Madison, N, J. 

He believes the future of ad. 
vertising is limited only by the 
limitations of the men who create 
it. Advertising, he thinks, wij 
become more factual and educa- 
tional in the future, and he be 
lieves the younger generation wil] 
be more sensitive to the ethical re. 
quirements which he feels are in. 
dispensable for the productign 
of better advertising. 


Textile Group Publishes 
Booklet on Press Relations 

Textile Committee on Public 
Relations has published a “Man- 
ual on Press Relations,” the see- 
ond of a series on community re- 
lations. The new booklet contains 
12 specific types of news that edi- 
tors said they want from industry, 
offers simple rules which news- 
men suggest industry follow, and 
gives the viewpoint of editors on 
the release of so-called “bad 
news.” 

Other subjects covered are ad- 
vertising, pictures, radio news, 
and reasons why all news can’t be 
used. The booklet is available 
upon request from Dudley, An- 
derson & Yutzy, 551 Fifth Ave. 
New York, public relations con- 
cern, which prepared the manual 
for the Textile Committee. 


Receives Scholarship Award 

Barkev Kibarian, of Rhode Is- 
land State College, has been named 
the winner of the $750 first annual 
Alpha Delta Sigma _ scholarship 
competition. The scholarship 
will finance Mr. Kibarian’s grad- 
uate study in advertising at any 
recognized American university 
he chooses. Prof. Donald W. Davis, 
who is chairman of the national 
council of the professional adver- 
tising fraternity, and Wesley IL 
Nunn, 
Standard Oil Co. (Indiana), made 
the final choice at the AFA con- 
vention. 


Furnace Account to Swaney 

Economy Gas Furnace Mfg. Co., 
Chicago, has developed a new gas 
furnace using a “modulated flame” 
and free of carbon monoxide under 
any conditions. A new jet-type 
burner is employed. Morris F. 
Swaney Inc., Chicago, has been 
appointed merchandising and ad- 
vertising counsel. Newspapers, na- 
tional magazines, farm and trade 
publications, radio and television 
will be used. 
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ital Issues at Stake in Justice 
Suit Against New Orleans Papers 


WASHINGTON—The anti-trust ac- 
tion filed in New Orleans federal 
fourt Wednesday by the Depart- 
ment of Justice against the Times- 
Picayune Publishing Co. may set 
precedents of significance to thou- 
ands of advertisers, publishers 
d radio station operators. 

The department’s civil anti-trust 
action: under the Sherman Act 
ontends that the newspaper firm 
bnd four of its top officers com- 
bleted a series of consolidations 
er the past 17 years which en- 
bles it to dominate its circulation 
rea. 

From this dominant position, the 
epartment charges, the Times- 
icayune company currently is 
Hictating “illegal and unfair” ad- 
ertising and circulation policies 
hich “injure and destroy” its 
mly remaining competitor, the 
tem. Among the “offenses” al- 
epged in the complaint are these: 


... That classified and national 
dvertisers are required to buy 
e Times-Picayune (morning) 
d States (evening) as a unit in 
combination rate; that neither is 
ld separately, and that the forced 
pmbination for general advertis- 


...- That local advertisers are 
ered “arbitrarily low rates” as 
n inducement to use the States, 
Dw on a par, circulationwise, with 


... That newsdealers were in- 
ced to stop handling the Item, 
pain of losing the Times-Pica- 
mune Publishing Co. publications. 


Only twice before has the gov- 
nment questioned business pol- 
fies of a newspaper. In a pre- 
ar case, the Chattanooga Free 
ess was fined one cent as a re- 
lt of a criminal anti-trust charge 
sed on the use of “exclusive” 
vertising contracts. 

Last November, the Justice De- 
rtment filed a case of wide- 
read significance against the 
rnal, Lorain, O., contending 
at the paper tried to injure a 
petifig radio station by turn- 
g away advertisers who used the 
ation. Federal Judge Emerick 
eed is expected to decide this 
se within a few weeks. 

The Times-Picayune Publishing 
. case appears to hinge on a 
oss leader” charge: A contention 
the government that the com- 
ny operated its evening paper, 
e States, at less than normal 
ofit in order to “beat down” the 
mpetition of the Item. 


In that respect, the Times-Pica- 
me case differs sharply from 
ther of the earlier cases, where 
e charges conformed more close- 
to the traditional “restraint of 
lade” doctrines applied in other 
elds of business. 

With the two earlier cases, the 
Ppvernment’s charges in the 
mes-Picayune case add up to this 
ind of a legal situation in the 
blishing field—if accepted by 
ne courts: 

1. In one-newspaper towns, the 
hti-trust laws will be used against 
newspaper which used anything 
hich can be construed as pressure 
divert business from other me- 


2. In towns where there are still 
bmpeting newspapers, the dom- 
ant paper is “on the spot” if it 
ges “pressure” to swing business 
is way. 

Where a paper is accused of vi- 
ating the anti-trust laws, the 
Phole history of its growth will be 
ed for signs of mergers and 
Onsolidations “designed to pre- 
t competition.” 


In the case of the New Orleans 


Times-Picayune there is at least 
one further danger: its radio prop- 
erties. For pending before the Fed- 
eral Communications Commission 
is a proposed regulation which 
might make it difficult or impos- 
sible for anti-trust offenders—even 
where there is no clear cut ver- 
dict—to own radio and TV prop- 
erties. At present, the Times- 
Picayune has AM and FM stations. 
A few days ago, it renewed its 
application for a TV station. 

Assistant Attorney General Her- 
bert A. Bergson, who directs anti- 
trust actions, describes the Lorain 
Journal and Times-Picayune cases 
as actions to keep the channels of 
advertising open. 

“Advertising plays an important 
role in our free enterprise system 
and is essential to the success of 
competing newspapers,” he says. 
“It is vital that advertising chan- 
nels not be closed by private com- 
bination. A free press rests on free 
advertising; it rests on competition, 
not monopoly.” 


a In its attack on the Times- 
Picayune Publishing Co., the De- 
partment of Justice tries to trace 
the pattern of a monopoly back 
to 1933, when the Times-Picayune 
acquired the States. 

According to the complaint, the 
deal involved “restrictive cov- 
enants in order to prevent com- 
petition.” 

The States continued in the even- 
ing field, but its Sunday edition 
was merged into the Times-Picay- 
une & States. In 1941, the depart- 
ment says, the Times-Picayune ob- 
tained exclusive control of the 
Sunday field, through a deal re- 
sulting in suspension of the Sun- 
day edition of the Item. 


As a result of these consolida- 
tions, the newspaper situation in 
New Orleans in 1949, when the 
Item passed into new hands, was 
as follows: The Times-Picayune 
Company published the Times- 
Picayune (morning), circulation 
174,819; Times-Picayune & States 
(Sunday) 283,540; States (eve- 
ning) 95,298. The competing Item 
(evening), had 97,112 circulation. 
Early this year (first edition March 
5) the Item added a Sunday edi- 
tion, which is said to have a cur- 
rent circulation of about 110,000. 
No audited figures on it are yet 
available. 


a Justice Department says the re- 
sult of the Times-Picayune Pub- 
lishing Co. policies was “to compel 
advertisers in the Times-Picayune 
to refrain from advertising in 
newspapers published by the Item 
Company; 

“To deprive advertisers in the 
Times-Picayune of the opportunity 
to freely select other newspapers 
in which to advertise; 

“To exclude newspapers compet- 
ing with newspapers published by 
the Times-Picayune Publishing 
Co. from a substantial part of the 
trade and commerce among the 
several states in advertising; 

“To irreparably injure competi- 
tors of the Times-Picayune Pub- 
lishing Co. in the operation of 
their business as a result of their 
inability to freely compete for and 
obtain advertising contracts from 
those persons who : dvertise in the 
Times-Picayune; and to deny to 
advertisers free access to channels 
of advertising in New Orleans.” 


w One of the key sections of the 
complaint is a paragraph describ- 
ing a quantity discount system 
which allegedly was used to in- 
duce retail advertisers to use the 
States. 

Under this plan, the retailer us- 


VIDEO PARTY—Faye Emerson chats with Tyler Davis (left), Maxon account executive, 

and Jack Moone, president of Snow Crop Marketers, at a New York press reception 

for Miss Emerson, who has started a new 15-minute show for the frozen food company 
over NBC-TV. 


puting discounts on the States rate 
ecard for the linage he uses in the 
Times-Picayune and the Sunday 
paper. On the other hand, linage 
in the States is not considered in 
computing discounts for Times- 
Picayune space. 

According to the department, the 
Times-Picayune used its dominant 
position to “injure and destroy” 
the competition of a Sunday news- 
paper and an evening newspaper: 


a “By using the income from the 
Times-Picayune to offset the losses 
or reductions in profits of the 
States incident to arbitrarily low 
rates for advertising carried in the 
States; and 

“By increasing the pages of the 
States at increased cost of publica- 
tion without correspondingly in- 
creased revenue for the purpose 
of inducing and forcing circula- 
tion and advertising from the Item 
to the States, and using income 
from the publication of the Times- 
Picayune to offset the losses or re- 
ductions in profits of the States 
incident thereto.” 

Officers of the firm named in 
the complaint are L. K. Nicholson, 
president; John F. Tims Jr., vice- 
president and business manager; 
Aubrey F. Murray, advertising di- 
rector; and Donald W. Coleman, 
circulation manager. 

The complaint asks “such re- 
lief as the court deems necessary 
to prevent the defendants from 
continuing to violate the Sherman 
Act and to dissipate the effects of 
their unlawful conduct.” 


a In New Orlearis, L. K. Nichol- 
son, president of the Times-Pic- 
ayune Publishing Co., issued a 
brief statement on the suit, in 
which he said: 

“A substantial part of the 
charges made by the government 
is incorrect. Those which are true 
involve practices followed by many 
newspapers in this country for 
years and their legality has never 
heretofore been questioned. 

“We are prepared to meet the 
issues on the trial of this case and 
are confident that the court will 
hold that we have not violated the 
Sherman Act.” 


O’Brien & Dorrance Has 
Markem’'s Imports Only 


O’Brien & Dorrance, New York, 
will handle advertising and sales 
promotion for Markem Machine 
Co.’s Tickopres, Imprima and Lan- 
gapres machines. These are man- 
ufactured by Dapag Ltd., London, 
and Markem, located in Keene, N. 
H., is the sole U. S. distributor. 

Markem’s own products—some 
40 models of industrial marking 
machines—are advertised through 
Ad-Service, Worcester, Mass. 


Willoughby Names Mitchell 


H. L. Mitchell has been appoint- 
ed Pacific Coast manager of Re- 
frigeration, Drug & Allied Indus- 
tries, and the Southern Funeral Di- 
rector, all published by O. J. Wil- 
loughby. Mr. Mitchell will make 
his headquarters in South Gate, 

al. 


ing the States is credited in com-|Cal 


Hold Hearings 
on New State 


Curb on Comics 


New York Publishers 
Welcome Opportunity 
to Present Their Side 


New YorK—A new move to 
clamp state legislative curbs on 
comics books was started here last 
week when the joint legislative 
committee to study the publication 
of comics held a closed meeting 
and heard witnesses who, accord- 
ing to Assemblyman Joseph F. Car- 
lino, of Nassau County, chairman 
of the committee, “predominately 
favored some sort of state regula- 
tion to curb objectionable comics 
books,” 

The joint committee is currently 
holding closed meetings to hear 
witnesses opposed to present prac- 
tices of some comics book publish- 
ers. In the next few weeks, Mr. 
Carlino said, closed meetings will 
be held to hear publishers, fol- 
lowing which public hearings will 
be opened. The committee will 
make its report to the legislature, 
now adjourned, probably in Janu- 
ary. 


a “Objectionable” comics were de- 
fined by Mr. Carlino as those 
“dealing with sex, glorifying 
crime, horror books, books full of 
lust and bloodshed.” He said none 
of the witnesses had objections to 
books such as the “classic” comics 
or the Walt Disney type. 

A quick check of comics book 
publishers by AA revealed many 
of them were not aware of the in- 
quiry. Only a few declined to 
comment. 

Richard A. Feldon, national ad- 
vertising director of the National 
Comics Group, said: “Our interest 
in the question is purely academic, 
since none of our books has ever 
fallen into the ‘objectionable’ cat- 
egory. But looked at broadly, from 
a general publishing standpoint, 
I believe the best way to handle 
the situation would be the way 
it was handled by the committee 
on evaluation of comics books in 


Cincinnati, as reported in AA,' 


65 


June 12.” 

At the office of the Association 
of Comics Magazine Publishers, Le- 
verett S. Gleason, president of the 
group and also of the Lev Gleason 
Publications, gave AA a one-sen- 
teffte statement. 

“We do not agree with some of 
the views reported in the newspa- 
pers as having been expressed at 
the hearing, and we look forward 
to an opportunity to be heard be- 
fore the committee to present our 
side of the case.” 

The association, which was or- 
ganized more than two years ago, 
does not claim representation for 
the comics book industry, since 
its membership also includes print- 
ers and others in related fields. 


# Executive director of the associ- 
ation is Henry Edward Schultz, a 
New York lawyer. Harold A. 
Moore, of Famous Funnies Group, 
is treasurer, and Rae R. Hermann, 
head of Orbit Publications, is 
secretary. At Fawcett Publications, 
Will Lieverson, executive editor 
of the Fawcett Comics Group, told 
AA that his company prefers to 
leave the selection of proper com- 
ics to parents and the law of econ- - 
omics. 

Mr. Lieverson explained that, 
if parents will select books in the 
non-objectionable class for chil- 
dren, those comics which cause 
criticism of the industry will soon 
disappear. 

“Censorship of the comics by 
legislative measures would prove 
to be a double-edged weapon, be- 
cause there’s no measure of how 
far that censorship might be ex- 
tended,” he concluded. 


m Since last fall, Assemblyman 
Carlino revealed, the joint com- 
mittee has been conducting a na- 
tionwide mail survey of judges, 
district attorneys, probation of- 
ficers and other interested persons, 
and has gathered detailed infor- 
mation on how various com- 
munities handle the problem of 
objectionable comics. 

One suggestion that will be 
given consideration by the com- 
mittee, he said, is to set up a board 
of review empowered to license 
comics books sales in a manner 
similar to the present licensing of 
motion pictures by the state. An- 
other proposal the committee has 
under consideration is one for vol- 
untary policing by publishers in 
cooperation with public officials 
and church, school and civic or- 
ganizations. 

Witnesses heard last week in- 
cluded judges, assistant district 
attorneys, child psychiatrists and 
representatives of women’s groups. 

Because of complaints from 
some comics book publishers con- 
cerning the cost of some of the 
proposed regulatory methods, the 
committee plans to inspect print- 
ing plants in the state, and al- 
ready has visited the Whitman 
Publishing Co. plant at Pough- 
keepsie. 


Names Enoch and Smith 


Robert Enoch, formerly general 
manager of KTOK, Oklahoma City, 
has been named general manager 
of WXLW, Indianapolis. Parker 
Smith, formerly commercial man- 
ager of WKYW, Louisville, whose 
owners also have interests in 
WXLW, has joined WXLW as 
commercial manager. 


Videodex Chicago TV Ratings 


June 1-7, 1950 
Copyright Jay & Graham Research 


Rank Rating 
JUNE MAY 
1. Texaco Star Theater (NBC) ...... 48.0 69.0 
2. Toast of the Town (CBS, 
ROP Roe 40.2 42.8 
3. Talent Scouts (CBS, Lipton) ....39.3 49.6 
4. Jack Carter (NBC, Speidel) ...... 35.8 38.7 
5. Man Against Crime (CBS, 
5 Sarre 35.6 37.4 
6. Garroway at Large (NBC, 
Congoleum-Nairn) ...............346 355 


Rank Rating 
UNE MAY 

7. Ford Theater (CBS) ............ 5 35.5 
8. Godfrey and His Friends (CBS, 

nS rr .4 57.0 
9. Stop the Music (ABC, Admiral, 

ihe aite cs case cadens 7.2 29.9 
10. Lincoin Park Zoo (WNBQ, 

tk i. eee S$ 27.5 
1. Aldrich Family (NRC, Genera! 

TUR SS Veoh hee ese pcaeeeses 26.2 29.6 


RATING LOSSES—Besides showing that major TV dramatic shows had much lower ratings 
in Chicago in June, Jay & Graham reported last week that movies, Sunday and variety 
shows generally maintained their May ratings. 
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Bankers Told 


to Jump Fast 
onto TV Train 


MINNEAPOLIS—A Boston banker 
rode out here last week to give his 
fellow bankers a Paul Revere type 
warning about the coming of tele- 
vision. 

John J. Barry, vice-president of 
the National Shawmut Bank, told 
members of the American Insti- 
tute of Banking that it’s later than 
they think in TV and high time 
to consider transferring some ad 
fund from radio to video. 

He spoke convincingly from ex- 
perience, going so far as to admit 
he had been “tagged with the diag- 
nosis which has come to be known 
as the occupational disease of the 
industry—stomach ulcers.” 


@ Speaking at a business develop- 


Two services 
for the price 


of one 


Advertisers in House BrautiFruL 
get retail as well as consumer impact. 
50,000 persons in retail trades are 
among the 2,500,000* readers of 
House BeautiFrut who make up the 
most actively responsive magazine 
audience in America! Yearafter year 
manufacturers of silverware endorse 
the sales building power of House 
BEAUTIFUL by using more space in 
House BEauTiruL than in any 
other national consumer magazine. 
*4.5 readers per copy 
based on publisher’s surveys. 


House Beautiful 


sells both sides of the counter 


Faery ae See See ay er Ry Raley oe 


ment and advertising conference 
during the institute’s 50th annual 
convention, Mr. Barry declared 
that TV offers tremendous oppor- 
tunities for bank advertising and 
will eventually supplant radio. 

He stressed, however, that even 
in cities like his own, where TV 
has made a great impact and re- 
duced evening radio listening, it 
will be a long time before all radio 
programming will suffer. Morning 
radio programs, he said, are an ex- 
cellent buy. 

Mr. Barry’s talk, first ever made 
on TV at an institute convention, 
was in large part a striking case 
history of National Shawmut’s 
two-year use of the medium. 


s “Eighty-five million standard 
radio sets as opposed to 5,000,000 
television sets in America is a 
potent argument to present to the 
network advertiser with national 
distribution,” Mr. Barry admitted. 

“But when 460,000 of those tele- 
vision sets are in my backyard and 
the total number of radio families 
or homes in my neighborhood is 
840,000, that ratio of 17 to 1 in 
favor of standard radio becomes a 
ratio of not even two to one. Or 
to put it in other terms, more than 
half of the radio audience in my 
neighborhood can be assumed to 
be viewing television every eve- 
ning. As a radio advertiser I would 
have lost half my audience in two 
years, provided that I was de- 
pendent upon standard radio to 
carry my message, which I am not. 
I am in television, and instead of 
losing audience I believe I have 
increased my audience. 

“Not every one of the 61 mar- 
kets where television is operated 
today has witnessed such a pheno- 
menal growth as has occurred in 
the Boston market, but the trend 
is in that direction... 


s “Over the years, television will 
also strengthen some of the adver- 
tising in some of the media which 
have been standard up to this time, 
paradoxical as that may sound... 
Television’s impact is so great 
that advertising related to and 
tied back to the images cast upon 
the TV screen will cash in on the 
remembrance value when dis- 
played in other media. 

“For example, a trademark or 
a slogan which is on television 
will acquire a new depth of pene- 
tration wherever repeated. The 
losses of circulation in media other 
than television will have their 
compensation, because of televi- 
sion, in the new impact which car- 
ries over to any visual presenta- 
tion of an advertising appeal. 

“The reverse of that will also be 
true, I believe. A visual appeal in 
standard media—that is, all other 
media than television—will not 
stand up to the visual appeal of 
advertising supported by the tele- 
vision impact.” 


# National Shawmut Bank, said 
Mr. Barry, long ago decided that 
TV threatened to liquidate Shaw- 
mut’s large investment in radio 
built up over the years. 

“We believed it to be in our in- 
terest to hold that audience if we 
intended to hold our competitive 
position,” he said, adding: 

“Those words are important, ‘our 
competitive position,’ for that un- 
derlines our whole advertising ap- 
proach. We do not go along with 
the lazy acceptance of the asser- 
tion that all banks are alike. We 
say they are not, that ours is dif- 
ferent, that there are demonstrable 
differences and we can prove it. 

“We hold that consumer pre- 
ference can be established by ag- 
gressive advertising. We believe 
that by keeping everlastingly at it 
we can plant this seed in the 
minds of the Boston market: 
‘When you think of banking, 
think of Shawmut.’” 


a The bank, he said, became a TV 
sponsor and he himself a commer- 


EUROPE-BOUND—William Block, publisher 

of the Pittsburgh Post-Gazette, and Mrs. 

Block stopped for a picture as they 

sailed June 10 on the Caronia for a 
European trip. 


cial announcer two years ago when 
there were only 2,500 sets in Bos- 
ton at most and the medium was, 
as Fred Allen called it, “agitated 
decalcomania on tavern walls.” 
Soon, Mr. Barry predicted, Boston 
will probably have more TV sets 
per capita (as it has AM sets) 
than any other market. 

“When television came to Bos- 
ton,” he said, “we decided then 
and there not to subtract from our 
radio coverage in order to go into 
television, but we planned to cut 
back on radio at some future date. 

“At the same time, as television 
listening habits began to assume 
a pattern, we began to buy stand- 
ard radio time against the day 
when we believed radio listening 
habits may radically change. And 
we began to buy time in periods 
where we believe time will be at 
a premium shortly. So that today 
we have more standard radio time 
and programs than we had when 
television came to our section.” 


ws He explained how Shawmut 
two years ago had a high-rated 
7:45-8 p.m. news commentary 
show on two NBC stations. When 
its rating dipped because of TV, 
and more people at the same time 
appeared to be tuning in to morn- 
ing shows, “we made a vigorous 
entrance into that morning period 
and we have purchased so far the 
highest rated 15-minute morning 
news program in Boston. We have 
also taken on a half-dozen other 
news programs aimed at the day- 
time and out-of-home audience, 
the automobile audience, the com- 
muting audience. 

“And we have added some spots 
in the early morning hours. I 
might inject here one reason why 
I believe these early morning news 
programs have increased in au- 
dience and value. The news pro- 
grams on television to date are so 
poor by comparison with what 
standard radio developed that the 
TV audience retires knowing little 
or nothing of what has happened 
in the world.” 


@ Concerning his bank’s TV use, 
Mr. Barry said: 

“The only certairftty in my mind 
after two years of television is that 
our time buying policy was correct. 
We felt two years ago that good 
time franchises were of the utmost 
importance and we feared that if 
we did not secure those franchises 
early we would lose out on them. 
Time has proved us right. We 
wanted maximum audience and 
we wanted family audience and we 


wanted firm time. As you are un-|q@ 


doubtedly aware, three hours of 
time on a network station be- 
tween the hours of 6:00 p.m. and 
midnight are reserved for network 
advertisers. Those hours presently 
in our time zone are the hours be- 
tween 7:30 and 10:30 p.m. 

“If a local advertiser should be 
tempted to buy time in that three- 
hour period, it is with the under- 
standing that the time is recaptur- 
able on 56 days’ notice by the net- 
work. In standard radio, a similar 
provision operates, except that the 


recapture notice is 28 days and the 
reserved network time is 8 to 11 
p.m. I think ultimately that TV 
will reserve the same hours. 

“In order to insure a time fran- 
chise investment and have that 
time firm, we bought our program 
time on each of the two operating 
TV stations in Boston before they 
went on the air. And we bought 
non-recapturable time preceding 
and adjacent to network time. The 
audience does not reach its max- 
imum until 8 o’clock in the eve- 
ning, but we do have a potential 
which is close to maximum. We 
purchased our spot time and station 
breaks with an eye to maximum 
audience, but these purchases are 
left flexible so that we can, when 
the opportunity presents itself, 
take a ride on the highest rated 
network programs. 


a “The time we own cannot be 
taken away from us as long as we 
pay our bills. And the efforts of 
later advertisers to secure our time 
franchises...some of them good 
banking customers... while em- 
barrassing to a degree, are con- 
firmation of our earlier judgment. 

“As to programs. Every Sunday 
night we televise a feature film in 
what we call the ‘Shawmut Home 
Theater,’ 6 to 7:30 p.m. Right now 
we are running off a series of Hop- 
along Cassidys. Seven nights a 
week on one station and five on 
the other we present International 
News Service’s ‘Telenews,’ a 
newsreel prepared for television. 
We have a five-minute weather 
forecast purchased in a package 
from Acme News Photos running 
five nights a week. We have a 30- 
second weather forecast done by 
singing puppets seven nights a 
week and we use the same filmed 
puppets in spots preceding base- 
ball games. 

“I am not going to say any more 
about program content other than 
none of it is good enough, some of 
it is satisfactory, a lot of it is me- 
diocre. We are still experimenting 
and a year from now I think I can 
report more satisfaction on the part 
of the sponsor if our plans jell. 


= “So much for time buying and 
program. What you and I must be 
most interested in is the sell. Be- 
ing on television for prestige, or 
because it is a popular thing to do, 
or because there might be some 
unused radio money in the budget 
and why not TV doesn’t make 
sense. The television program must 
attract customers to justify the ex- 
penditure. 

“There is no quick reflex on the 
part of customers to the purchase 
of banking services in the use of 
any medium I know of which can 
compare to the television medium. 
That statement is based on results 
to date, but I leave this note of cau- 
tion. I want more time to elapse 
before stating that this reflex ac- 
tion is a part of a pattern or should 
properly be attributed to the nov- 
elty of the medium. 

“That brings us to the commer- 
cials. How to sell? Here again I 
cannot tell you I am satisfied. We 
are still experimenting and learn- 
ing. The simplest way to handle 
this all important topic is to tell 
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you what we are doing. 


ws “To actually sell, when we en. | 


tered television we owned three 
‘minute movies’ which we had used 
back in 1943 in neighborhood mo. 
tion picture houses. We started 
with these. They were all designed 
to sell special checking accounts 
and were sound on film. We had 
to cut the music out because if 
wasn’t cleared for TV and the cost 
of clearance we felt exorbitant, ,. 


‘but we had some commercials. 


“Those ‘minute movies’ took yg 
on a search for more of the same 
and at the present time we haye 
purchased or leased or created 
some 65 different commercial ap- 
proaches which by juggling, edit. 
ing and splicing has given us per- 
haps 100 versions. 

“The 100 variations of our com. 
mercial messages may seem an as. 
tronomical figure to you, but ac. 
tually I would like to see it 
doubled. Our experience shows 
that filmed commercials other 
than a few of exceptional enter- 
tainment value do not have great 
durability. Variety seems to be the 
answer until such time as we can 
create those exceptional sequences, 


s “Our problem is perhaps unique 
in that we are on the air so fre- 
quently. With our program and 
spot schedule we run through 30 
commercials in a week, which 
is a lot of commercial. 

“This is attributable to a type 
of thinking which traces back to 
our standard radio programming. 
We like strip listening, that is, a 
program straight across the board, 
same time, same station, every 
night. It is what the trade calls 
saturation buying. Camel cigaret 
is such a time buyer in television. 
Bulova watch in the spot field is 
such a time buyer. The motor man- 
ufacturers, the beer folks, are buy- 
ing in the same way. The soap 
manufacturers, particularly P&G, 
were this type of buyer in stand- 
ard radio. 

“I said this is a carry-over of 
our standard radio thinking. I am 
tempted to the belief after two 
years of television that the TV 
impact is so penetrating that such 
saturation may not be necessary, 
but any definite conclusion on this 
will be deferred until I have more 
evidence.” FS 


Daly, Gibson to Disney 


Stephen J. Daly, formerly ad- 
vertising manager of Owens-Corn- 
ing Fiberglas Corp., Toledo, has 
been appointed executive assistant 
to Chester D. Feitel, director of 
the character merchandising divi- 
sion of Walt Disney Productions, 
New York. George R. Gibson, for- 
merly account executive and mer- 
chandising director of Buchanan 
& Co., has joined the sales and 
promotional staff of Walt Disney 
Productions. 


Haire Names Duane A. M. 


Haire Publishing Co., New York, 
has named Ward H. Duane, for the 
past 19 years a sales executive 
with the advertising department 
of the New York Sun, as adver- 
tising manager of Home Furnish- 
ings. Justin C. McCann has been 
appointed business manager of the 
publication. 


Sell the “HEART” of the Family 


12x94 
page size. 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 to 10) 
Write for Market Data Folder 
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Seven Cleveland Ad 
Drives Win Club’s 
Performance Award 


CLEVELAND—Seven Cleveland- 
prepared advertising campaigns 
entered in the second annual Per- 
formance Award project, spon- 
sored by the Cleveland Advertis- 
ing Club, were chosen to receive 
plaque awards by a board of 
judges for having accomplished 
their objectives in an outstanding 
manner. 

Advertisers who sponsored the 
winning campaigns in the “per- 
formance” judging were: 

Society for Savings, for pro- 
moting the use of savings serv- 
ices (Griswold-Eshleman Co., 
agency); National Tool Co., pro- 
moting the use of the pocket com- 
parator, a new measuring instru- 
ment for metals (Carr Liggett Ad- 
vertising, agency); Detroit Steel 
Products Co., for advertising of 
Fenestra building panels (Fuller 
& Smith & Ross, agency); Ameri- 
can Greeting Publishers, use of 
greeting cards (Fuller & Smith 
& Ross, agency); Harris-Seybold 
Co., sale of printing machinery 
(Fuller & Smith & Ross, agency); 
Kaynee Co., sale of boy’s apparel 
(Lang, Fisher & Stashower, agen- 
cy); and Basic Refractories Inc., 
use of agricultural ground lime- 
stone (Griswold-Eshleman Co., 
agency). 


ws Judges of the project were Dr. 
Daniel Starch, head of Daniel 
Starch & Staff, New York; Dr. 
Karl Krauskopf, professor of ad- 
vertising, Ohio University, Athens, 
O.; Clyde A. Hyre, executive of 
Trundle Engineering Co., Cleve- 
land; Reilly Bird, advertising man. 
ager of J. L. Hudson Co., Detroit; 
and William M. Farrar, secretary, 
Cleveland Newspaper Publishers 
Association. 

There were 65 campaigns en- 
tered in the project, the purpose 
of which is to show that advertis- 
ing dollars are working dollars— 
performance dollars. In comment- 
ing on the entries, Dr. Krauskopf 
said: “The excellence of the ma- 
terial presented indicates clearly 
that it is possible to demonstrate 
the effectiveness of advertising to 
management.” This fall, plaques 
will be awarded to officials of the 
winning companies. 

Wilmer H. Cordes, manager of 


JUDGE PERFORMANCE—Judging the Cleveland Advertising Club’s Performance 
Award project in this shirt-sleeves session are (seated, left to right) Reilly Bird, ad- 
vertising manager, J. L. Hudson Co., Detroit; Dr. Daniel Starch, Daniel Starch & 


Staff; and Clyde A. Hyre, Trundle Engineering Co., Cleveland. Standing: William 
M. Farrar, secretary, Cleveland Newspaper Publishers Association, and Dr. Karl 
Krauskopf, professor of advertising, Ohio University, Athens, O. 


the market development and ad- 
vertising division of the American 
Steel & Wire Co., is chairman of 
the Cleveland Advertising Club 
awards committee. His vice-chair- 
men are Charles Farran, vice- 
president of Griswold-Eshleman 
Co.; Walter B. Grosvenor, man- 
ager of Beaumont & Hohman’s 
Cleveland office; and Herbert C. 
Hauser, vice-president and _ sec- 
retary of Tower Press Inc. 


NIAA Chapter Elects 


A. R. Teifeld, advertising and 
sales poomee manager of Cop- 
perweld Steel Co., Pittsburgh and 
Glassport, Pa., has been elected 
president of the Pittsburgh chap- 
ter, National Industrial Adver- 
tisers Association. Other officers 
are: Hugh E. McDonald, Walker 
& Downing Co., vice-president; 
William F. Weimer, Rockwell Mfg. 
Co., secretary, and Roy R. Mumma, 
U. S. Steel Corp., treasurer. 


Network Elects Sanders 


Ben B. Sanders, general manager 
of Station KICD, Spencer, Ia., has 
been elected president of the Iowa 
Tall Corn Network. He succeeds 
Paul Millen of KWCR, Cedar Rap- 
ids. 


Arndt Names de Reeder 


Katherine de Reeder, Philadel- 
phia public relations consultant, 
has been named director of public 
relations and publicity for John 


Falkner Arndt & Co., Philadelphia. 


> 


FEEDS AND SEALS all kinds of fold- 
ed material in a single operation. 
Completely automatic . . . operator 


es ee —_. | 
HANDLES ALL KINDS of printed mat- 
ter in sizes (folded) from 3x3” to 6x 
13” (larger sizes quoted on inquiry). 
Tape sealing strip also holds reply 
cards or inserts. 


Tapes 7200 mailing pieces hourly! 


“SCOTCH” is the registered trademark of M. M. & M. COQ. aceeeeeeeeeeees 


merely keeps feeder hopper filled, 
presses start-stop button. Continu- 
ous high-speed output at low cost. 


Looking for a high-speed sealer 
for folders, double post cards, 
bulletins,andself-mailers? Here’s 

our machine! The “SCOTCH” 

rand Automatic Mailing Piece 
Sealer cuts and applies a neat 
one-inch strip of pressure-sensi- 
tive tape to as many as 7200 
folded pieces per hour! Tape 
may be colored, transparent or 
printed, in widths from \"to%”. 

For demonstration or further 
details, write Dept. AA-65, 
Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn. 


Dumont Moves; Incorporates 


Dumont Inc., Denver public re- 
lations consultant, has moved to 
224 C. A. Johnson Bldg. The con- 
cern was recently incorporated 
with William A. Weatherford, 
John A, Yelenick, John R. Ruther- 
ford and Leo William Kennedy as 
incorporators and directors. 


‘Pathfinder’ Shifts Taney 


Charles Taney, of Pathfinder’s 
sales staff in Detroit, has been 
transferred to a similar position 
in the publication’s New York of- 
fice. Before joining the Detroit 
staff, Mr. Taney had been in sales 
promotion for Farm Journal in 
Philadelphia. 


Gets Paragon Account 


Posner-Zabin, New York, has 
been named to handle the adver- 
tising of Paragon Art & Linen Co. 
The account was formerly handled 
by Claire A. Wolff. 


Agency Libraries 
Double in Number 
in Decade: Goshorn 


ATLaNTIc Crry—The number of 
advertising agencies maintaining 
special libraries to aid in their re- 
search has almost doubled in the 
past ten years, Clarence B. Gos- 
horn, chairman of Benton & 
Bowles, New York, reported to the 
4lst annual convention of the 
Special Libraries Association here. 

“Last year there were almost 
1,300 such libraries,” he said, “and 
there are even more today.” 

Mr. Goshorn, chairman of the 
advisory council of the American 
Association of Advertising Agen- 
cies, declared that the work done 
by agency librarians and their as- 
sociates in the research depart- 
ments “has made a major contri- 
bution to the development of better 
techniques in advertising. 


= “Advertising today is smarter, 
more alert and more effective be- 
cause it is produced by creative tal- 
ent no less able than in the past, 
but better prepared and better in- 
formed,” he said. 

Describing the mass communi- 
cation system as the “heart of the 
nation’s modern society,” Mr. Gos- 
horn said the system could not 
have reached its present develop- 
ment without advertising. He 
pointed out that the circulation of 
newspapers and magazines has 
grown nearly 95 times as rapidly 
as the population in the past 100 
years. 

“In no country has the cohesive 
force of mass communication had 
such bountiful opportunity to help 
build a stable democracy,” he de- 
clared. “Advertising has found 
ways of using every new commun- 
ication device to contribute a 
greater share to even fuller and 


more satisfying living.” 


A NEW HIGH IN EYE APPEAL 
AT POINT-OF-SALE ... 


sibly hinder sight. 


| 15 EAST SECOND STREET 


DISPLAY 
SALES — 


CATCHES THE EYE QUICKER 
... COSTS LESS 


Give your product added selling punch! Make your displays traf- 
fic stoppers! Do this at less cost with TRANS-BRITE, the new trans- 
parent plastic poster that literally transforms your dealers’ window 
into a billboard. With this new poster the message can be larger than 
normal window posters. TRANS-BRITE does not block windows with 
infamous white space . . . only the colorful words or designs can pos- 


Installed in a minute or two, these transparent posters can be 
moved or reused. We faithfully reproduce your copy, colors, and de- 
signs at amazingly low cost. Write for free samples and complete details. 


SOUTH 
CAROLINA'S 
GASOLINE 
SALES 


CINCINNATI 2, ono || 


*Gasoline sales were 94,740,030 
gallons during the fiscal year end- 
ing June 30, 1949, in the Green- 
ville News-Piedmont A.B.C. Market 
of 455,011 people, according to 
the S. C. Tax Commission. Make it 
your Supermarket in 1950. 


Operators of WFBC - NBC - 5000 Wetts 
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CBS Executives Proved to be Handy 
with Cameras During TV Strike 


New YorKk—Despite Arthur 


Godfrey’s quips to the contrary, | 28 


the VIPs at Columbia Broadcast- 
ing System showed they were very 
handy men with cameras last week 
when Local 1212 of the Interna- 
tional Brotherhood of Electrical 
Workers (AFofL) staged a three- 
day strike. 

The walkout, against Columbia’s 
radio and video networks, which 
lasted from 6 p.m. Monday (June 
12) to 6 a.m. Thursday, was called 
to enforce the union’s demands for 
improved working conditions. The 
cameramen, technicians and engi- 
neers are seeking changes in vaca- 
tion, meal time and seniority pro- 
visions of their contract. 

Negotiations for a new contract 
will resume today (June 19) in the 
office of the Federal Mediation and 
Conciliation Service. Any wage in- 


the men who 
buy and build 


American Builder alone 
covers all 3 buying factors 


* you must influence to sell the 


Light Construction Industry. 


For the complete sales effort in 
Light Construction, American 
Builder provides a blanket cov- 
erage of every worth-while Op- 
erative Builder, Contractor 
Builder, Trade Contractor, Retail 
Lumber Dealer and Building 
Supply Jobber in every trading 
center and every trading area. 
American Builder advertising 
plus American Builder Mailing 
Service does the job alone. 


For substantiating data 
and pertinent information see 
American Builder's 4-page 
Tell-All Unit, Section 19 of 
the current issue of 
Standard Rate and Data. 


AMERICAN BUILDER 
CIRCULATION 
The largest and most comprehen- 


sive in the field of residential, com- 
mercial and farm building. 


Contractors and cspenen 
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Architects and in 


Lumber and Material 
Dealers, Jobbers 


Real Estate-Finance, 
Insurance 


Commercial and Industrial 
Organizations 


All Others 


51,230 
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80,646 


Note: American Builder circulation 97.4% in 
United States; 2.2%in Canada;0.4% Foreign. 
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creases will be retroactive to May 


s Involved in the work sivppage 
were more than 330 IBEW mem- 
bers in New York and approxi- 
mately 30 others who reportedly 
staged a sympathy walkout at 
KNX, Hollywood. 

No commercial radio programs 
were halted by the strike, which 
forced the cancelation of four 
sponsored telecasts. Three TV ad- 
vertisers—Westinghouse (“Studio 
One”), General Foods (“The 
Goldbergs”) and Electric Auto- 
Lite (“Suspense”)—chose not to 
subject their shows to the amateur 
cameramen. 

A fourth, the Ford Motor Co., 
canceled the “Importance of Be- 
ing Earnest” because of lack of 
rehearsal time. 


s Among the many executives 
pinch hitting for the technicians 
were vice-presidents William B. 
Lodge and Frank Falknor and TV 
program director Charles M. Un- 
derhill, all of whom filled in for 
cameramen, and Dr. Peter C. Gold- 
mark, engineering research chief, 
who manned a switching unit. 
The camera’s tendency to elon- 
gate heads on some shows made 
it seem as though all the actors 
were wearing pompadours, but, 
by and large, the replacements 
turned in a notable job. 
Occasionally there were lapses 
reminiscent of the early days of 
TV. The audio went off during a 
couple of spot announcements, Ken 
Roberts, who delivers Philip Mor- 
ris’ “Challenge,” somehow got in 


makeup. “Film Theater of the 
Air,” the network’s substitute for 
“Studio One,” was interrupted for 
a couple of minutes when the film 
broke. 


# In another local labor dispute, 
American Federation of Radio 
Artists last week called off its 
strike against WMGM after the 
independent station agreed to re- 
instate eight announcers who had 
been fired. This walkout lasted 12 
hours, 

This dispute grew out of AFRA’s 
efforts to secure retroactive pay 
for disc jockeys Ted Brown, Ken 
Roberts and Hal Tunis. The union 
waived these claims after WMGM 
agreed to accept its interpretation 
of applicable rates for future con- 
tracts. ; 


Sweeterman Joins ‘Post’; 
Boyson Becomes Secretary 


John W. Sweeterman, formerly 
business manager of the Dayton 
Journal and Herald, has been ap- 
pees business manager of the 

ashington Post, succeeding 
Charles C. Boyson, who will as- 
sume fulltime duties as secretary 
of the newspaper company. 

Mr. Sweeterman has been asso- 
ciated with Dayton newspapers for 
more than 20 years, and was busi- 
ness manager and a stockholder of 
the Journal and Herald when they 
were bought by former Gov. James 
M. Cox and merged with the News 
in 1949. He is resigning as presi- 
dent of the Dayton Shopping Co. 
Mr. Boyson has been an execu- 
tive of the Washington Post since 
1933. He is on the board of the 
Post, and a member of the board 
and secretary-treasurer of WTOP 
7, which is controlled by the 

‘ost. 


Esmond Agency Moves 
Lawrence Esmond Advertising 
Corp., 331 Madison Ave., New 
York, has moved its executive of- 
fices to larger quarters on the 


camera range while putting on his 


twelfth floor of the same address. 


Do you know how 


SAN DIEGO 


Retail Sales compare? 


Look at 1949-50 Consumer Markets - Standard Rate & Data | 


Memphis . . . $448,000,000 
Syracuse . . . 258,000,000 
Louisville . . . 464,780,000 


Hartford . . . 324,600,000 


SAN DIEGO, California .. . $415,000,000 


Toledo... . 
Nashville. . . 
Rochester. . . 
Providence . . 


$423,000,000 
281,480,000 
422,000,000 
350,800,000 


| umerraes came a carescemearaee 
How BIG is San Diego? 


advertising cost. 


Ask the West-Holliday man 


UNION and TRIBUNE- SUN 


Morning, Evening and Sunday | 
in California's New Major Market. 


ek 


REPRESENTED NATIONALLY BY 


think! Bigger in PEOPLE. Bigger in DOLLARS 
spent. How do you reach them? The San Diego 
Union and Tribune-Sun offers the one BEST way 
to cover this big, busy market thoroughly at low 


New York + Detroit + Chicago + Denvers Seattles Portlands San Francisco*Los Angeles 


Bigger than most people 


WEST-HOLLIDAY CO., Inc. 


NY Marketers Give 
6 Awards; Everett 
Tells Ford Research 


New YorK—The presentation of 
four citations for “meritorious 
service in marketing,” presenta- 
tion of newly elected officers and 
a talk by H. D. Everett, director 
of marketing research, Ford Mo- 
tor Co., on the operations of mar- 
ket research by the motor manu- 
facturer, featured the fifth annual 
awards luncheon last week of the 
New York chapter of American 
Marketing Association. 

Awards were made to: 

Dr. Lyndon O. Brown, director 
of media research, Dancer-Fitz- 
gerald-Sample, for “Marketing and 
Distribution Research,” a revision 
of his earlier book. He was cited 
for modernization of one of the 
standard texts in marketing re- 
search. 

Dr. Thomas E. Coffin, supervi- 
sor of television program research, 
National Broadcasting Co., for the 
Hofstra-NBC study, a measure 
of the sales effectiveness of televi- 
sion advertising. He was cited for 
a “tentative solution of a market- 
ing problem of general and current 
importance.” 


a The third award was given 
jointly to Miss Claire R. Himmel 
and Dr. Sydney Roslow, director 
of research, WNEW, and director 
of Pulse Inc., respectively, for 
their New York out-of-home radio 
listening study made from Au- 
gust to November, 1949, which the 
citation says delved “into the most 
Obscure aspect of a major adver- 
tising medium.” 

The final award was presented 
to Dr. Virgil D. Reed, associate 
director of research, J. Walter 
Thompson Co., for his study of the 
farm market. The citation credits 
him with bringing about “greater 
understanding of a major sector of 
the national market.” 


a Mr. Everett in his discussion of 
the Ford Motor Co.’s_ research 
problems pointed out that the au- 
tomobile industry has a research 
tool in automobile registration 
such as no other industry has to 
work with. With respect to ad- 
vertising research, he emphasized 
the importance of integrating re- 
search of the advertising message 
and the media used. 

The importance of careful in- 
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sone oth 550 cha? : 


DUO—This new package for Stopette 

provides a display background for the 

Jules Montenier Inc. product, and includes 

a pink plastic contour razor for the 
price of the 2'4-oz. bottle. 


terpretation of research results in 
the consumer field, he said, cannot 
be over-emphasized. People tend 
to give rational answers when they 
think their intelligence is being 
tested, whereas when they buy 
they are more likely to be moti- 
vated by emotion considerations. 
He suggested asking questions in 
two ways: First, what the person 
being questioned thinks and, sec- 
ondly, what he thinks other people 
want, 

William J. Shine, director of 
research, Pedlar & Ryan, was elect- 
ed president of. the New York 
chapter, to succeed Donald W. 
White of Dan White Inc, Other of- 
ficers elected include: Vice-presi- 
dent, A. Edward Miller, director of 
marketing of Life; treasurer, Ed- 
ward B. MacDonald, research di- 
rector, Hearst Advertising Service; 
secretary, John E. Shepherd, di- 
rector of marketing research and 
assistant to the advertising man- 
ager, Esquire and Coronet. 


NBC Names Edelblute, Walsh 


Graham Edelblute has been a 
pointed assistant manager of the 
NBC western division press de- 
partment, and Christy Walsh Jr. 
has joined the department as a 
press representative. Mr. Edelblute 
was advertising manager of Gen- 
eral Tire & Rubber Co. of Califor- 
nia before joining the network in 
1948. Mr. Walsh was previously 
with the public relations staff of 


the University of Notre Dame. 
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Magnavox Increases 
Dealer Discounts; 
‘New Range Is 32-40% 


Cuicaco—Magnavox jarred the 
dealer discount structure on tele- 
vision sets last week as it boosted 
margins from 2% to 5% on its 
video receivers. 

Magnavox Co, discounts now 
range from about 32% on its low- 
est price models to almost 40% on 
several instruments in the $400- 
$500. bracket. Radio-phonograph 
discounts range from 38% to 45%. 

In addition, the company has 
announced a six-month price guar- 
antee policy on radio-phonograph 
models for the period from June 
10 to Dec. 15. During that time, the 
company has agreed to credit deal- 
ers with the difference between the 
price they paid and the new dealer 
price, if prices are reduced. The of- 
fer applies to 11 models, six of 
which have the “add-a-television” 
feature. 


s Dealer discounts in the industry 
—a sore point with many dealers 
for a long time—have been much 
lower, generally, than the new 32- 
40% range announced by Magna- 
vox. ; 

Most of the lower price sets 
have carried discounts ranging 
from about 23-27%. Sets with me- 
dium size (124%”) tubes have had 
dealer discounts of about 25-27%. 
Larger sets (16-19” tubes) have 
carried discounts of from 28-31%. 

The discount ranges are only ap- 
proximate, since many manufac- 
turers have offered their dealers 
substantially larger discounts on 
individual models. 

John Meck Industries, Plymouth, 
Ind., was one of the first to boost 
discounts on its entire line. In 
March, Meck increased its scale 
of discounts so that dealers retain 
up to 40% of the retail price on its 
“standard” line. Discounts on pro- 
motional merchandise, of course, 
are substantially lower. 


And while several other manu- 
acturers have boosted dealer dis- 


roximately 40%, 
me of the few manufacturers 
hich have instituted a general 
ncrease for all models in the line. 
Because of the summer sales 
lump and the need for aggressive 
ealer selling, several other man- 
facturers may follow suit. How- 


hroughout the fall selling season, 
nd then cut prices drastically 
fter the Christmas rush was over. 


edergreen Names Walker 
neral Sales Manager 


John Walker, sales consultant to 
edergreen Frozen Pack Corp., 
ellingham, Wash., since last fall, 
has been named 
general sales 
manager. Ceder- 
green is the fro- 
zen food division 
of Pacific Amer- 
ican Fisheries 
Inc, salmon 
packer. 

Before coming 
to Cedergreen, 
Mr. Walker had 
been with Fisher 
Flouring Mills 


come vice-president in charge of 
Sales for Duff’s mixes, made by 
American Home Foods. 


Plans New Directory 


Catholic Press Association of the 
U.S. will publish its first official 
“Catholic Press Directory” in Sep- 
tember. It will be arranged in four 
sections, furnishing rates and data 
on Catholic newspapers, maga- 
zines, institutional magazines, and 
annuals. R. . McCarney Co., 
Philadelphia, is the advertising 
representative. 


Last Minute News Flashes 


Don McNeil Signs 20-Y ear Contract 


New YorkK—Don McNeil, popular emcee of American Broadcasting 
Co.’s 17-year-old “Breakfast Club,” is scheduled to sign a 20-year 
contract with ABC—the longest radio contract ever signed—in New 
York this morning (June 19). The network also will sign McNeil to an 
exclusive television contract, which becomes effective late this sum- 
mer. A once-a-week, nighttime show with the “Breakfast Club” cast 
is planned for fall. 


Mattoon Elected V. P. of Ruthrauff & Ryan 


New York—Ruthrauff & Ryan has elected Henry A. Mattoon, for- 
merly vice-president in charge of publication advertising at Compton 
Advertising, as vice-president and executive group head in the creative 
department. 


Wheeler Rejoins ‘Modern Industry’ as V. P. 


New YorK—A. B. Wheeler rejoined Modern Industry last week as 
vice-president and director of advertising sales. He resigned the posi- 
tion to do personal research work. He was associated with the publica- 
tion from its establishment in 1941, and before that was with the Mc- 
Graw-Hill Publishing Co. 


Miller Joins Carter as Arrid Product Manager 


New York—Carter Products Inc. has appointed Alan B. Miller Jr., 
formerly an assistant account executive with Doherty, Clifford & Shen- 
field, as product manager for Arrid. Mr. Miller will be responsible for 
advertising and sales. 


Schaefer Clears Teasers for Pale Dry 


New YorkK—Mystified New Yorkers, their curiosity piqued by a six- 
day teaser campaign advising them to “Get PD .. Q” will learn tomor- 
row that the F.&M. Schaefer Brewing Co. wants them to “Get Pale 
Dry .. Quick.” Disclosure of Schaefer as the advertiser will come in 
full-page ads in all dailies and in spot radio announcements on 14 local 
stations tomorrow. Car card teasers will then be pulled and replaced 
with ads spelling out the PD..Q message. Batten, Barton, Durstine & 
Osborn is the agency. 


Ben Sackheim Gets Cohama Fabrics Account 


New YorkK—Cohn-Hall-Marx Co. has switched the advertising of its 
Cohama fabrics division from Albert Woodley Co. to Ben Sackheim 
Inc. Expanded advertising is under consideration. 


Seek New Sponsor for Fibber; Other Late News 


e With S. C. Johnson & Son, Racine, Wis., and Needham, Louis & 
Brorby reportedly releasing Fibber McGee & Molly after 15 years of 
sponsorship, NBC is pitching the top-rated team to other advertisers. 
Among the likely prospects is a food company. Johnson has signed to 
sponsor a portion of NBC’s television show, “Saturday Night Revue,” 
when it returns to the air in the fall. This will be the company’s first 
excursion into TV. 


e Schenley Distributors’ summer campaign for its Schenley Reserve 
started last week in 400 newspapers, and a campaign for its Old Schen- 
ley rye and bourbon eight-year-old whiskies will run in 15 magazines 
in July, August and September. Testimonials by male stage and screen 
stars will feature the newspaper campaign which will switch to a cow- 
boy theme in September. Biow Co., New York, is the agency. 


e The Better Business Bureau of New York City has invited more 
than 1,000 radio, television and appliance dealers and television ser- 
vice companies in the metropolitan area to a June 28 meeting to dis- 
cuss the “steadily increasing” number of consumer complaints about 
television sales and service. BBB will place before dealers and ser- 
vice companies specific plans, including recommended standards for 
advertising, to protect legitimate business andthe buying public from 
“a few unscrupulous elements” in the trade. 


e L. C. Smith & Corona Typewriters, Syracuse, has appointed Cunning- 
ham & Walsh, New York, to handle advertising for its adding machines. 
The account formerly was serviced by Barlow Advertising Agency. 
Cunningham & Walsh continues to handle advertising of the client’s 
typewriters. 


e Martin Percival, formerly with Grey Advertising Agency, will join 
McCann-Erickson, New York, June 25 as a time buyer for radio and 
TV spots. 


e The fall radio-TV schedule of Philip Morris & Co., New York, 
(Biow Co.) will include the following changes: “Truth or Conse- 
quences” will replace “This Is Your Life” on CBS; a TV version of the 
Ralph Edwards show also will be aired on Columbia; a show starring 
Horace Heidt, who works for the company on radio, is expected to re- 
place “Candid Camera” on CBS-TV. 

e Liggett & Myers Tobacco Co. (Cunningham & Walsh), which last 


week signed Bob Hope for radio (NBC) will discontinue the “Arthur 
Godfrey Digest,” aired Saturday nights on CBS, and reduce “Arthur 
Godfrey and His Friends” (CBS-TV) to a half hour in the fall. 
Chesterfield also is planning a new 15-minute daily program on CBS- 
TV. The vacancy on “Godfrey & Friends” was immediately filled by 
two advertisers. Pillsbury Mills (Leo Burnett Co.) will sponsor the 
8:15 to 8:30 p. m. portion of the show. Columbia would not reveal the 
name of the buyer of the first quarter hour of the telecast, although the 
sale was definitely set. Pontiac (MacManus, John & Adams) was the 
odds on favorite in the rumor mill. 


e Perkins Products Co., Chicago, has started its biggest promotion for 
Kool-Aid soft drink powder. Ads are scheduled in 34 national maga- 
zines and in 3,000 newspapers across the country, and 24-sheet posters 
will be used in key areas. Mason Warner Co., Chicago, is the agency. 


e@ Campbell Soup Co. has appointed J. H. C. Gray as media supervisor. 
He formerly was assistant advertising manager of Campbell Soup Co. 
Ltd., and has been associated with Campbell in various capacities since 
1935. 


e German companies that appointed Peter Hilton Inc. to handle adver- 
tising (in six magazines, newspapers in 14 cities, radio, TV and trade 
publications) had no ad plans beyond promotion of their exhibit at the 
Chicago International Trade Fair, according to Reinhold Krause, vice- 
president of the German group of 220 concerns (see story on Page 62). 


7-Up Tax Court 
Rule Holds Co-op 
Funds Non-Taxable 


WASHINGTON—The tax court of 
the United States ruled last week 
that the Seven-Up Co., maker of 
Seven-Up bottling syrup, incurred 
no tax liability by acting as “trus- 
tee” for a cooperative advertising 
fund set up by Seven-Up bot- 
tlers. 

The Bureau of Internal Revenue 

wanted to include in the com- 
pany’s taxable income $1,400,000 
contributed by Seven-Up bottlers 
toward a national advertising pro- 
gram during 1943 and 1944, but 
the court held that the company 
“was merely a conduit for passing 
the funds to the advertising agency 
(J. Walter Thonipson Co.), which 
was to arrange for and supply the 
national advertising.” 
“In approving the Seven-Up ar- 
rangement, the court noted the 
difference between Seven-Up pric- 
ing and merchandising, and the 
pricing and merchandising of its 
competitors. 

Seven-Up dealers, it said, make 
at least 8¢ per case more than bot- 
tlers of other franchise drinks, 
but the Seven-Up Co. does not 
buy national advertising. 

Other parent companies, such as 
Coca-Cola and Dr. Pepper, re- 
tain a larger margin of profit, 
which is used to promote consumer 
patronage and advertising, the 
court observed. 


a In the decision, the court re- 
lated how Seven-Up bottlers met 
in 1943 to consider a cooperative 
advertising plan drawn up by 
JWT. At the agency’s suggestion, 
bottlers agreed to pay 2%¢ per 
case into a fund to be held by the 
parent organization. 

Seven-Up Co. conducted some 
trade advertising and provided as- 
sistance with point of sale ma- 
terial, but refused to stand any 
part of the cost of magazine and 
radio advertising undertaken by 
the bottlers. 

“Although the funds were not 
all expended in the year received, 
because of the wartime limitations 
on magazine space, Seven-Up Co. 
did expend them for national ad- 
vertising, did not use them for gen- 
eral corporate purposes, treated 
the amount on hand in the fund on 
its books as a liability to the 
bottlers, and considered itself 
merely as a trustee, handling the 
bottlers’ money,” the court said in 
rejecting the Internal Revenue Bu- 
reau claim. 


‘How You Have Changed,’ 
Friends Tell Delatield 


For reasons too complicated (or 
too human) to go into, AA on 
Page 67 last week 
reported that 
James P. Dela- 
field has been ap- 
pointed sales and 
advertising man- 
ager of the Max- 
well House divi- 
sion of General 
Foods Corp., New 
York—and used 
i another man’s 
picture. 

J. P. Delafield Mr. Delafield 

is pictured here- 
with. The photo used last week was 
of Eugene S. Duffield, assistant 
publisher of the Cincinnati En- 
quirer and formerly McGraw-Hill 
Publishing Co.’s senior vice-presi- 
dent. 


Pittsburgh Adclub Elects 


The Pittsburgh Advertising Club 
has elected J. Earl Elder, mer- 
chandise manager of Sears, Roe- 
buck & Co., Pittsburgh, as presi- 
dent. Other officers are: George E. 
Kelly of W. Earl Bothwell Inc., 
William K. Martin of Universal 
Match Co., and May C. Stetter of 
Gardner Display Co., vice-presi- 
dents; Jerry ullison, National 
Fireproofing Corp., secretary, and 
C. G. Mallon, Geyer Printing Co., 
treasurer. 


Antihistamine 
Makers and FTC 
Reach Agreement 


Quick Settlement Bans 
Cold Cure Claims, But 
‘Symptom Relief’ Is OK 


WASHINGTON—In an_ action 
hailed by the Federal Trade Com- 
mission as an “outstanding ex- 
ample of every one working in the 
public interest,” the FTC and five 
antihistamine manufacturers offi- 
cially settled their difficulties Fri- 
day. 

Under terms of the agreement, 
manufacturers and sellers of anti- 
histamines agree not to advertise 
that their products prevent, cure 
or shorten colds. They are permit- 
ted to advertise, however, that use 
of their products relieves the 
symptoms of colds, such as stuffed 
heads, sneezing, etc., although the 
FTC cafefully pointed out that it 
made no affirmative finding that 
the products actually provide such 
relief. 

The agreement also represents 
a major victory for the manufac- 
turers in that the FTC, which had 
questioned the safety of antihis- 
tamines, has backed down on this 
issue. It now agrees that the prod- 
ucts are to be considered safe if 
taken in accordance with direc- 
tions. 


= Parties to the agreement with 
the Federal Trade Commission are 
Bristol-Myers Co., maker of Re- 
sistab; Anahist Co., maker of Ana- 
hist; Whitehall Pharmacal Co., 
maker of Kriptin; Union Pharma- 
ceutical Co., maker of Inhiston; and 
Grove Laboratories, maker of An- 
tamine. All five had been cited for 
“false and misleading” advertis- 
ing by the FTC, but the agreement 
specifically provides that the same 
conditions will be applied to the 
advertising of all antihistamine 
products, whether directly involved 
in the action or not. 

The FTC, in an obviously happy 
mood, went to great pains to point 
to the splendid spirit of coopera- 
tion shown by the manufacturers 
involved, and to emphasize the 
speed with which the case was set- 
tled. 

Action started in March with 
the issuance of complaints, and 
hearings had begun in some cases, 
but if normal procedure had been 
followed, the case probably would 
have dragged on for years. Instead, 
the FTC and the five directly in- 
terested manufacturers sat down 
together and resolved the issues, 
presumably to their mutual satis- 
faction, in record time. 


NBC-TV Signs Kate Smith; 
MBS Keeps Her AM Shows 


Kate Smith will begin a regular 
daily telecast over NBC-TV this 
fall. The singer has signed an ex- 
clusive TV contract with the net- 
work, which will use the hour pro- 
gram to spearhead its entry into 
afternoon video programming. 

Her two Mutual broadcasts, 
“Kate Smith Speaks” and “Kate 
Smith Sings,” are expected to con- 
tinue. The former is one of the 
best sellers in MBS’s co-op lineup. 


Discretionary Power Rises 


Discretionary spending power of 
non-farm families in the first 
quarter of 1950 rose to 59% above 
the 1939 level, according to Mac- 
fadden Publications’ division of 
marketing and research. Macfad- 
den reports that the 159 index fig- 
ure (1939 equals 100) compares 
with 156 in both the first and final 
quarters of 1949. For wage earner 
families only, the first-quarter fig- 
ure for 1950 reached 301, compared 
with 260 a year ago and 287 in the 
final 1949 quarter. 


950 || 69 
i 5 
; ; 
ette ee : 
~ ee 
ides me 
- ee 
s in | 
not Pe , 
end feu 
hey ¢ 
ping 
buy 
oti- : 
ons. = 
3 in 7 
‘son es 
sec- bat 
ple eee . 
of . 
ect- re 
‘ork a 
: a | 
of- 
esi- t 
r of ie 
Ed- - 
di- e 
‘ice; re 
di- : 
one " 
an- if 
sh | " 
7 f or 
bm ounts on selected models to ap- | ) fs 
Jr. a 
sa 8 
lute 9 ° 
en- ff : 
for- 
r in q 
sly & q 
' of f 
ver, last year, a number of the 
7 a ee 
c | a 
Co., Seattle; Pict- 
Sweet Foods Inc., Mount Vernon, iq 
Wash.; Kenyon & Eckhardt, New ee 
York, and for 12 years with Gen- _ 
_ Bo : 
es BE 
Po | a : : 
ea 7, rene, : 3 OP et ies : vere z wee tes see ee a ileoe ie - cashes: eee pave a i nae ee nas anager” eg ee rn ice nn se a 


70 


* 
e 
Auto Forecast 
mm Market's High 
: arkel s High, 
Fr a a. 
zr 
mm 66 Way into 1951 
> (Continued from Page 1) 
years old or older and have “the 
aches and pains of old age.” 
4. U. S. population has grown 
20% since 1936 and the number 
of people able to buy new cars has 
increased 35% compared with pre- 
war. 
5. A great population shift from 
urban areas to the suburbs, ex- 
panding the need for cars and 


raising the percentage of two-car 
families. 


@ The market beyond mid-1951 
will depend upon the “economic 
vf climate” this country is experien- 
e cing at that time, Mr. Klingler be- 
7 lieves. 

“Need of a car is one thing, but 
the ability to purchase a new car 
is something else,” Mr. Klingler ob- 
served. “Right now need and abil- 
ity are well balanced. If you could 
tell me what the economic cli- 
mate will be next year, then I 
would be able to forecast with 
some degree of accuracy the con- 
dition of the automobile market 
at that time.” 

Along the same line of thinking 
was a statement by Walker A. Wil- 
liams, general sales manager of the 
Ford division of Ford Motor Co. 


* Chicago S:1Nawos 


431 S. Dearborn St 


“J don’t think. there is much 
doubt in anyone’s mind that 
1950 is going to be a record year 
as far as automobile production 
and sales are concerned,” said Mr. 
Williams. 


= “We estimate tuat the industry 
will produce somewhere around 
7,000,000 cars and trucks this year, 
6,000,000 cars and 1,000,000 trucks. 
This compares with 6,200,000 cars 
and trucks last year—an increase 
of approximately 13%. 

“The current high level of de- 
mand doesn’t give any indication 
of dropping off for some time and 
should continue well into 1951, 
provided there are no unforeseen 
changes in the general economic 
picture. Behind this demand are 
several important factors: 

“Family spending units, or po- 
tential car-buying units, were in- 
creasing last year at the rate of 
120,000 a month or at the rate of 
1,440,000 a year. That’s just one 
measure of the rapid growth of our 
population.” 


a The Ford sales boss reported 
that the number of cars owned by 
family spending units has been 
growing at an even faster rate 
and shows no signs of leveling off. 

He added that from February, 
1948, to November, 1949, only a 
little more than one-fourth of the 
6,250,000 new cars bought served 
to replace prewar models scrapped 
during that period. 

“In other words, more than 70% 
of the new cars purchased during 
that 2l-month period served to 
increase the total car population,” 
Mr. Walker observed. 

In peering into the future, he 
said that there are still well over 
18,000,000 prewar models owned 
by family spending -nits and that 
more than half of these are 
owned by families with incomes of 
more than $3,000 a year. He said 


rf 


engraving service. 


’ganging-up” lots of small 
_» on directly to you. 


harged by most engravers. 


inch’ On more complex 


usually save up to 50%. 


A 25¢ delivery charge is made 
qualified accounts of $100.00 
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Advertising agencies, publishers 
photo-engraving costs in half by using our complete photo- 


How we do it is no secretl We 
WITHOUT THE FRILLS but af no Secrifice to quality, We have 
no salesman’s commissions to pay, no fancy-furnished offices, — 
we do no 3-hour jobs . . . just good work done sensibly by 


~~~ Our minimum price for @ zine cut, line or holfioné, mounted 
“or vnmoynted, is only $1.95; approximately Ya the cost. 


- Priees at@-besed on @ graduated square in 
ample,..1.to°4 square inches costs $1.95, 4 to 5 costs $2.05, 
ete. Over 39 square inches, charge is a flat 10¢ per square 
jobs such os: Benday, outline, mor- 
tises; combination, reverse, vignette, drop-out, magnesium, 
ete., prices are proportionately low, On complex jobs you 


You will be amazed at the beauty of our 4-color process plate 
work! Our rates for this work are about % of standard scale. 
On all but the most complicated jobs we have 24-hour service. 
We do not charge extra for night shop work but on special 
RUSH-RUSH jobs there is a 25% extra charge. 

in spite of our very low rates we make no charge for wrapping 
and shipping plates parcel post anywhere in the United 
States. Fer faster shipping methods we charge only our cost. 


be extended; otherwise jobs are sent ¢.o.d. 


Write for our handy. price chart to Learn 
‘gave hundreds of dollars per year in your photo-engraving. 


09 S..Hill Street 
‘Los Angeles 15, Calif. 
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CONSTRUCTION LEADERS—At the annual convention of Associated Construction 
Publications, held in Chicago June 1-2, new officers were elected by the group of 
12 regional construction magazines, which have banded together to exchange 
ideas, advance editorial service and merchandise regional advertising. Shown here 
(Il. to r.) are Gordon L. Anderson, Construction Bulletin, Minneapolis, president of 
the group; John D. Bowler Jr., Southwest Builder & Contractor, Los Angeles, vice- 
president; George C. Stewart, Constructioneer, Newark, secretary-treasurer; Earl 
Keyes, Western Builder, Milwaukee, retiring vice-president; and Hermon S, Swartz, 
New England Construction, Boston, retiring president. 


this indicates relatively strong pur- 
chasing power for replacement. 


s As Lincoln-Mercury division of 
Ford rolled to its fourth consecu- 
tive month of record sales, Gen- 
eral Sales Manager Joseph E. 
Bayne said optimistically: 

“Even though the 32,051 Mer- 
curys produced in May was the 
greatest number ever manufac- 
tured in any one month, sales were 
even greater. There is no indica- 
tion of any letup in demand for 
our automobile.” 

Mr. Bayne disclosed that for the 
first five months of 1950, sales 
of Mercurys were 95% higher than 
for the same period of 1949 and to- 
tal 71% of all 1949. Sales this year 
amount to 135,329, as compared to 
69,385 for the same period of 1949. 


a N. K. VanDerzee, vice-president 
in charge of sales for Hudson Mo- 
tor Car Co., also looked at the 
future through rose-colored glasses 
when he said that the heavy sales 
had dropped dealer stocks of Hud- 
sons 57% lower than at the end of 
May, 1949. 

He reported that Hudson sales 
continue to set new weekly and 


monthly records with the delivery 
of 4,519 cars last week. 

VanDerzee said that Hudson’s 
peak sales were in direct ratio 
to a hard-hitting selling campaign 
and a greatly strengthened dealer 
organization. He said that retail 
deliveries for the week ended June 
3 were 58% ahead of the same peri- 
od in 1949. 

Ivan L. Wiles, general manager 
of the Buick division of General 
Motors, said that his earlier pre- 
diction that Buick would sell more 
than 500,000 units this year was 
already in sight after 230,313 cars 
had been sold in the first five 
months. Buick sold a record 48,- 
433 cars in May, Mr. Wiles dis- 
closed. At the same time he said 
the company’s 1950 sales were 
running 36.5% ahead of May, 1949. 


a T. H. Keating, general manager 
of the Chevrolet division of Gen- 
eral Motors, could see only a con- 
tinuing strong demand and said his 
company would sell 2,000,000 units 
this year, a half-million more than 
in 1949. 

Meanwhile, Chrysler Corp., 
closed 100 days by a strike, was 


getting back into the sales picture 


RALEIGH 
NORTH 
CAROLINA 
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News and Observer 7 


Rare 
Combination 


(Market — NOT Newspaper) 
Raleigh: Pace-setting city in the 
South’s No. 1 State. Tops all 
major N. C. cities in Per Capita 
income ($1506) and Per Family 
income ($6464)*. Making amaz- 
ing strides as distributing center. 
Showing tremendous building 
activity. Trade center of pros- 
perous 33 county area... 


The Golden Belt of the South: 

IG THIRD of North Carolina. 
Accounts for 30% of State’s Re- 
tail Sales . . . 30% of the Buying 
Income... MORE THAN HALF 
of the Farm Income. World’s 
greatest tobacco growing and 
marketing region. 

*(SM Survey, 5/10/50) 


The Raleigh News and Observer cov- 
ers this great market with 


110,068 Morning 
113,643 Sunday 


(ABC, 3 mos. 3/31°50) 


The ONLY Morning and Sunday 
newspaper published in the 33 county 
Golden Belt of the South. 


_ MORNING & SUNDAY 
Raleigh, North Carolina | 
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Adve 

with a firm determination to at 
‘| least match its 1949 sales record, jor 33 
DeSoto built more cars in the | 1949. 
last week than in any previous { than 


week in history, declared C. EF. 
Bleicher, company president, 
Chrysler executives have never 
disclosed sales figures. 

“We are particularly gratified 
that we are able to break all of 
our previous weekly production 
records within weeks after we re. 
sumed production,” Mr. Bleicher 
said. 

“We expect to continue this pace 
in an effort to supply the demand 
for our new cars.” 


a Joseph A. O’Malley, general 
sales manager of the Chrysler di. 
vision of the Chrysler Corp., re. 
ported that his division had made 
preparations to step deep into the 
sales picture. 

“We have inaugurated the most 
ambitious production schedule in 
the history of this division, with at 
least two shifts in all manufactur- 
ing departments and three shifts 
in some shops,” he said. 

“With our supply lines entirely 
drained by the strike, it obviously 
is going to take time to get cars 
flowing to the field in such vol- 
ume that orders can be filled with- 
out delay.” 


es E. C. Quinn, general sales man- 
ager of Dodge division of Chrys- 
ler, said his company’s plants are 
producing more passenger cars 
than ever before in history. 

In anticipation of a continued 
heavy demand, Dodge has stepped 
up production schedules to record 
peaks and has inaugurated two- 
shift operations in all assembly 
plants. 

Mr. O’Malley said that in order 
to stimulate traffic in show rooms 
which fell off during the strike, 
an intensive newspaper ad- 
vertising program has been set up, 
which will continue through June 
and July. (All advertising copy 
was suspended during the strike.) 


a While domestic sales are at the 
peak, export sales have dropped 
to the lowest point since the Auto- 
mobile Manufacturers Associa- 
tion began to keep records. 

The AMA said that during the 
first five months of the year, 
only 77,333 units were exported, 
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|| Advertising Age, June 19, 1950 
or 33% below the same period of 


. the | 1949. The exports represent less 
vious { than 4% of the production. 

EB Another company which is hum. 
lent, ming to catch up on lost sales is 
1ever § the Kaiser-Frazer Corp., which has 

started overtime operations of nine 
tified hours a day to meet the heavy de- 
11 of |mand for its 1951 Kaiser models. 
ction John L. Hallett, vice-president 
ere. fand general manager, said the 
icher company is now producing 600 

units daily and that volume will 
pace | be stepped up steadily. 
mand Mr. Hallett said that present 

plans call for an eventual daily 

om rate of 1,500 units. 
neral Edgar F. Kaiser, company presi- 
r qj. |dent, has forecast a volume of be- 
, re ptween 160,000 and 180,000 cars for 
o the 

Since the company resumed pro- 

most gdauction March 15, employment has 
le in |spiraled from 3,000 to 11,000 work- 
ith at gers with the “help wanted” sign 
ctur- still out. 
shifts In fact, all of the companies are 

hiring again with employment at 
‘irely [2 700,000 level, including supplier 
ously plants. 

cars | Nash, Studebaker and Packard 

vol- j2re happy with their sales results 
vith. io date. 

Nash reports sales 50% ahead 
f the 1949 level and looks to its 
man- ently-introduced Rambler to 
hrys- ptep up retail delivery figures. 
s are § At the same time the demand 
cars por used cars is growing instead 
f slackening. 
nued — So keen is the public demand 
ypped por cars—both new and used—that 
ecord Pome model Cadillacs, Chevrolets 
two. J#nd a couple of other brands are 
mbly ftven selling at premium prices, 
much the same as in the first 
order phectic postwar days. 


Even the market for “chunkers” 
is good. A “chunker” in auto argot 
is a vehicle of ancient vintage, 
till in running condition, but 
running slowly toward the junk 
eap. 


tarts New Daily Paper 


t the | The Tuscaloosa Sun, a new 
ypped ily and Sunday newspaper, 
kKuto- JMade its appearance June 4 in 
ocia- Puscaloosa, Ala., with a 32-page 


g the Branager 
year, 
rted, [Mrnot to Aitkin-Kynett 


Arnot & Co., Baltimore, manu- 
cturer of office, club, home, ma- 
ine and industrial furniture, has 
ppointed Aitkin-Kynett Co., Phil- 


John Shepard III, 
Pioneer AM-FM-TV 


Broadcaster, Dies 


CAMBRIDGE, Mass.—John Shep- 
ard III, 64, pioneer in station 
and network broadcasting, died 
here June 11 at Brooks Hospital. 

Shepard was the scion of an old 
Boston mercan- 
tile family, and 
had worked his 
way up from the | 
bottom rung to 7am 
become a vice- @ 
president of | 
Shepard Stores | 
when he became — 
interested in © 
broadcasting. : 

In 1922 he 
helped to put 
WNAC on the air, 
with assets of a control room, 
two announcers, a clothesline 
antenna and Shepard’s lim- 
itless confidence in the new 
medium, He frequently deserted 
the executive offices of the 
station to double as an announcer. 
In 1923 he installed permanent 
lines between WNAC and WEAF, 
New York, to air the first Ameri- 
can network broadcast, a hookup 
which led directly to the estab- 
lishment of the Yankee Network, 
first regional network in the U. S. 


John Shepard Ill 


a Just as he had slipped away 
from the stores’ executive offices 
in the early days to work as a 
salesman in the bustling new radio 
set department, Shepard continued 
to be interested in new develop- 
ments of the medium. With his 
friend, Major Edwin H. Armstrong, 
he became intrigued with the pos- 
sibilities of frequency modulation, 
built an experimental station in 
Paxton, Mass., and went on the 
air (with a 16-hour daily sched- 
ule) July 24, 1939. 

Nine years later, with the same 
enthusiasm, he was at work get- 
ting the construction and instal- 
lation of WNAC’s television af- 
filiate under way. 

Although the Yankee Network 
was sold to General Tire & Rubber 
Co. in 1944, Shepard continued as 
chairman of the board until his 
retirement last year. At the time 
of his death he was chairman of 
the Shepard Co., Providence. 


ORSON L. HALL 


elphia, to handle its account. 


New YorkK—Orson Loftin Hall, 
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~ many prominent manufacturers to SHOW THEIR 
iks COLORS. 

If choice of color is a part of your sales appeal— 
= send us your rough dummy and get our quotations. 
= 
. 

« 

- / W. Kg WHITE & CO. 
— 467 AMSTERDAM, DETROIT 2, MICHIGAN 
=| stablished 1890 


TO SELL Your PRODUCT... 


@ Is choice of color an important factor in your 
selling? Then - - - do as the paint manufacturers do. 
SELL WITH COLOR CHIP FOLDERS! 


W. J. White & Co. pioneered color chip processes 
60 years ago. Today W. J. White & Co is helping 


SHOW | 


Your co.ors! # 


73, retired Chicago newspaper 
man, died here June 12 of a heart 
attack. 

An editor of the old Chicago In- 
ter-Ocean early in this century, 
Mr. Hall joined the Chicago Jour- 
nal in 1905. He was one of three 
employes to whom the paper was 
willed by John C. Eastman in 
1925. When the Journal was sold 
to S. E. Thomason in 1928, Mr. 
Hall left the paper to become a 
world traveler. 


i |GEORGE H. DAUGHERTY 


La GRANGE, ILL.—George H. 


'| Daugherty, 77, advertising copy- 


writer for more than 40 years be- 
fore his retirement last January, 
died June 4. He had been head of 
the copy department at Lord & 
Thomas until nine years ago, when 
he joined the Simon & McKenzie 
agency. 


ALEXANDER J. HORLICK 

RacInE, Wis.—Alexander J. Hor- 
lick, 76, scion of the malted milk 
family, died here June 6. He was 
the son of William Horlick Sr., 
founder of the Horlick Malted Milk 
Corp., and had served successively 
for 52 years as vice-president, 
president and chairman of the 
board of the company until his re- 
tirement in 1945. 


CHARLES S. CLARKE 

WILMETTE, Itu.—Charles San- 
ford Clarke, 82, secretary and one 
of the founders of Technical Pub- 
lishing Co., Chicago, publisher of 
Power Engineering and Plant En- 
gineering, died June 9 in Evanston 
Hospital. 

Mr. Clarke was advertising sales- 
man for The Engineer when it was 
purchased by McGraw-Hill Pub- 
lishing Co. in 1908 and combined 
with Power. Following sale of The 
Engineer, Mr. Clarke helped found 
the Technical Publishing Co., serv- 
ing as Chicago district advertising 


sales manager until 1948 and as 
secretary until his death. 

His associates in organizing the 
company were the late E. R. Shaw, 
one of the founders of the Audit 
Bureau of Circulations, and the 
late Arthur L. Rice, for many years 
editor of Power Plant Engineering. 


HERMAN MEISTER 
Harrison, N. J.—Herman Meis- 
ter, 62, general manager of the 
Hyatt Bearings division of General 
Motors Corp., died June 11. 

Born in Milwaukee, he joined 
the Hyatt organization in 1914 
after having been associated with 
Allis-Chalmers Co. He was named 
advertising manager of the Hyatt 
division in 1915, sales manager in 
1925, assistant general manager in 
1929 and general manager in 1937. 


RALPH C. HORN 
Detroit—Ralph C. Horn, 70, 
manager of the industrial adver- 
tising department of the Detroit 
Free Press for 10 years, died May 


28 in Henry Ford Hospital. He had jj 


been ill for several weeks. 

Before joining the Free Press 
15 years ago, Mr. Horn had worked 
as ad salesman on the Times-Her- 
ald, Lorain, O., the Toledo Blade, 
Detroit Times and the now de- 
funct Detroit Journal. 


Issues Folding Carton Manual 


A new industry manual, “The 
Folding Carton,” has been pub- 
lished by the Folding Paper Box 
Association of America, Chicago. 
The 56-page booklet has been de- 
veloped to replace the Department 
of Commerce publication, “Folding 
Paper Boxes—An Aid to Profitable 
Packaging.” The illustrated man- 
ual combines a graphic review of 
the industry for the casual reader, 
and a detailed, step-by-step trea- 
tise for the technical worker, The 
booklet, priced at $1, is available 
to non-members of the association 
by writing the association, P.O. 
Box 1090, Chicago 90. 


risen 99.9%, Sunday has 


HIGHEST CIRCULATION 
IN TRIBUNE HISTORY! 


mmm 155,015 
ax 170,803 


A.B.C. Publisher’s Statement, March 31, 1950 


The story of Tribune circulation is one of steady, 
continuous’ growth. Since 1939, daily circulation has 


Even more evidence of The Tribune’s dominant 
position is the fact that 97.2% of the total daily 
circulation is concentrated within the A.B.C. City 
and 37-mile Trading Zones. 


Cover Metropolitan Oakland, the Pacific Coast’s 
3rd market, with The Tribune alone! 


grown 101.6%! 


Oakland.if Tribune 
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_ CRESMER & WOODWARD, INC. 
Representatives Including Sunda it 


Oe abniseet ali, 
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FOR YOUR 
OUTDOOR 


DISPLAYS 


OUTDOOR 
BOARD 


*¢¢3 WHITER 
* 675 CHEAPER 


*¢¢3 SMOOTHER 


NO VARNISHING OR 
PARAFFINING NEEDED 


Now, have outdoor displays that 
look brighter, last longer. and 
COST LESS! They are yours with 
H,O-PRUF — water proofed by 
beater impregnation, making the 
water-proofing agent an integral 
part of the board. New H,O-PRUF 
is impervious to weather — no 
further impregnation or paraffin- 
ing required. 

The new board is whiter — 
your colors snap out! The new 
board is smoother — for perfect 
reproduction! The new board is 
proven — by 24 months of test- 
ing. 

STOCKED IN CHICAGO AND ON 


EAST COAST IN A SIZE AND PLY 
TO MEET YOUR NEEDS 


28 x 44—.030 White 2 Sides 
60 x 45—.030 White 2 Sides 
28 x 44—.036 White 1 Side 
60 x 45—.036 White 1 Side 
57 x 45—.075 White 2 Sides 
57 x 45—.100 White 2 Sides 


Also made in any size and 
thickness from 4 ply (.015 pt.) 
up to 41 ply (.130 pt.). 


White us or see your paper job- 


ber for H2O0-PRUF samples. Soak in 
water for 24 hours or a week. Satisfy 
yourself. Then specify H2O-PRUF for 
ner displays at less cost. 


HOBART PAPER CO. 


111 W. Washington St. 
Dept. AA 


CHICAGO 2, ILLINOIS 
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In the first 5 months of 1950 — 


THE PHILADELPHIA INQUIRER 
PUBLISHED MORE THAN 
19,000,000 LINES 

OF ADVERTISING” 


This is the largest volume ever published in 


any Philadelphia newspaper in a similar period 
in any year—and is 2,300,000 lines 


greater than the second newspaper published. 


*Source: Media Records. Both The Inquirer and 2nd paper publish 7 days 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 7 


The Philadelphia Bnguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Mich” ~ 
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